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Pictured is Plan No. 9 in the Pease-Fabricated line of homes. This L-shaped design ranks high in popularity. 


Has a floor area of 1084 square feet. Contains 3 bedrooms, living room, kitchen, bath and utility room. 


Start building PEASE-FABRICATED HOMES and you'll build more and better homes in 
less time than you thought possible. And you'll do it without purchasing additional 
equipment or adding to your present work crew. Prove to yourself that with the same 
crew you have now, you can complete TWO or MORE PEASE-FABRICATED HOMES in 


less time than it takes to complete just ONE conventionally built home. 


Modern line production methods and precision fabrication produce PEASE-FABRICATED 
HOMES in easy-to-erect sections. These sections go up fast, fit perfectly and provide 
permanent homes whose quality, livability and salability are unsurpassed. Each home is 
delivered as a complete package at your building site when you want it. This handy 
way saves you the time and distraction of piece-meal buying. Why not buy and build 
one of these homes and be convinced how really easy it is? You'll wonder why you 


haven't built them before now. 


NO FRANCHISE REQUIRED. Select from a wide range of 2, 3 and 4 bedroom homes. 


Variations are unlimited. 


Write for complete information—package prices, specifications, etc. 


PEASE-FABRICATED HOMES — va ano rua accepren 


WRITE TO 
PEASE WOODWORK COMPANY 
ROOM 836 
Cincinnati 23, Ohio 
“In business in Cincinnati since 1893” 


A MORE-PROFITABLE-THAN-EVER 


BUILDING CAREER 
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RUSCO Fill Pre-Assembled Hot-Dipped Galvanized PRIME WINDOW 


GLASS + SCREEN 


L j BUILT-IN WEATHERSTRiPPING 


INSULATING SASH* 


—OR STEEL FINS 
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: Easily Removed from Inside for 
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The Rusco removable sash feature 
has tremendous appeal as a 
convenience and safety featurq._ 


WOOD OR METAL CASING AlL 


(VERTICAL SLIDE) 


Comes Factory-Painted, Hordware Attached — All Ready to Place in Window Opening! 


*Optional 


GIVES YOU MORE VALUE—MORE SELLING FEATURES 


The Rusco Prime Window provides the most complete window 
protection money can buy. There’s nothing else like it on the 
market. Precision-built of finest hot-dipped galvanized steel, 
bonderized and finished with baked-on outdoor enamel. 


And plus selling features galore! Year ‘round rainproof, draft-free 
ventilation. Most efficient insulation against heat and cold. Smooth, 
effortless operation. No screen or storm window problem. Big 
savings in fuel consumption—and many more. 


SAVES YOU CONSTRUCTION TIME AND MONEY 


This unique, ready-to-install window makes truly remarkable 
savings in installation time and costs. It can be fully installed on 
many types of construction in as little as five minutes. No glazing. 
no fitting of hardware, no field painting, no call-backs for adjust- 
ments and re-fitting. This all means speedy construction and 
profitable construction. Many builders report that the installed 
cost of the Rusco Prime Window is even less than that of the 
cheapest wood window they can buy! 


For illustrated literature and specifications, write or wire 


The F. C. Russell Company 


DEPT. 7 NR82, CLEVELAND 1, OHIO e IN CANADA: TORONTO 13, ONTARIO 
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NPA Order M-100 


‘oa lmendment 2 allows more copper 


¥ 





and aluminum 
The steel strike has NPA stumped. Real estate pounds, copper and copper-base alloys 400 pounds. 
builders won’t feel the full effect of the strike until No carbon steel (structural shapes), alloy steel or 
later months when present stocks are depleted. In _ stainless steel is allowed in this category. 
view of the coming shortage, NPA has amended its 
Order M-100. For 1- to 4family residential struc- Regulation X 
tures using steel pipe for water distribution, builders . should clauses be included in con- 
may self-authorize the following amounts of critical aie 
materials: tracts. ¥ 
Carbon steel New housing starts during this month and the two 
(excluding structural shapes) .. 2,300 pounds preceding months will decide the fate of Regulation 
Carbon steel (structural shapes) .. None X. If this seasonally-adjusted rate does not exceed 
Alloy steel and stainless steel .... None 1.2 million units on an annual basis, X will be 
RS in gi as aol eas 00 275 pounds lifted. The Bureau of Labor Statistics is the agency 
Copper and copper-base alloys .... 200 pounds chosen to compile the data, and the earliest pos- 





For residential structures using copper pipe for water 
distribution the amount of carbon steel (excluding 
structural shapes) is 1,950 pounds, aluminum 275 


12 August, 1952 


sible date at which this will be done appears to 
be October 1. 


If X is lifted, buyers who buy now may want 
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here is the flush door GORE 


with more than 


4,000,000 SUCCESS STORIES 






Is it all wood? The Curtis New Londoner core is made 
of carefully selected, properly seasoned wood. No in- 
ferior or substitute materials are used. 

Is the grid properly meshed? The mesh formed by the 
interlocked pine strips provides great strength—with 
light weight—and a perfectly flat, sturdy base for the 
door faces. 

Is the grid locked in place? The Curtis New Londoner 
door has no “floating” parts. The precision milled grid 
is locked into the door to form one completely joined 
unit. 


Are stile and rail areas generous? There’s no skimp- 
ing in the stiles and rails of the Curtis New Londoner 
door. Ample widths assure superior sturdiness. 

Is structural strain eliminated? The special method of 
assembling the various parts of a Curtis New Londoner 
door eliminates all interior structural strain—doors fit 
perfectly and are easier to open and close. The entire 
door is sealed against moisture. 


Is construction balanced? In the Curtis New Londoner 
door, moisture content is balanced and carefully con- 
trolled in manufacture—3-ply panels forming each face 
of the door mean balanced sturdiness. This construction 
provides full protection against sticking and warping 


The faces of Curtis New 
Londoner flush doors are 
native woods especially 
selected for their attractive 
figures. Grain patterns come 
book-matched and in other 
pleasing variations. Curtis 
Plyoneer flush doors have 
the same superior inner 
construction but faces are 
not matched for color or 
pattern. Also available— 
Curtis American solid core 
flush doors for exterior 
and institutional use. 


in all climates. 
CuRrTiS 
| Pees eee se Fe SSS eSB Te Fe TOE He 
a 
a Curtis Companies Service Bureau 
@ RJ-8, Curtis Building 
8 Clinton, lowa 
HOLLOW-CO be E & I want to know more about Curtis New Londoner hollow-core flush 
. doors; also Curtis American solid core flush doors. 
FLUSH DOORS : 
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OFFER CONSTANT IMPROVEMENT IN A CONVENTIONAL 
HOME FACTORY ASSEMBLED 


Always New Design, Always new 
features Pollman Homes are new 
for today New For Tomorrow 


MANUFACTURING CORP. 
TOLEDO, OHIO 2857 Woyne Street 
JACKSON, MISS. 418%) £. Pearl Street 








AX Pull — 


PROSPECTS WITH A SETLICH SIGN 


Want prospects to see your listings? Sure you do! 
Then pull them in with a Setlich Sign. Years of re- 
search and experiment in the real estate field have 
given Setlich Sign the pattern for producing signs 
that not only attract prospects but give your com- 
pany the personal appeal that makes your listings 
easier to sell. 

Your sign represents you, so make sure it reflects 
quality. Be certain that it has the prospect-pulling 
ingredients that make Setlich Sign the favorite with 
real estate men and women everywhere. 


For Signs That Sell — See Setlich 





cshadlegiplnasey stohedits COMPANY 


LACLEDE STATION RD., ST. LOUIS MISSOUR 
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to take advantage of the easier payment terms. To 
make this possible, a clause can be inserted in ihe 
sales contract entitling the buyer to the new ierms. 

Journal editors took an eight-city check to see 
if any of their builder-readers were including such 
a Clause in their sales contracts, and the results show 
that practically none of them are. 

John Genrich of Snyder, New York says “financ- 
ing is complicated enough now, particularly with 
individual building contracts for veterans and iime 
of processing them.” 

A. C. Hyde of Peoria, Illinois thinks such a clause 
isn’t necessary, because it is his understanding “that 
the regulations in force at time of title passing con- 
trol the transaction.” 

But the mere lifting of X and the inclusion of a 
clause in the sales contract is not all that is required 
to get easier terms for the purchaser. The big ques- 
tion is, “Will lenders go along with easier terms?” 

In Buffalo, William Pearce says his lenders will, 
depending of course on the qualifications of the 
individual, Genrich says his lenders will adhere io 
New York state law, except for very good borrowers. 
These answers indicate that in these two areas 
every buyer won't get easier terms — certain quali- 
fications must be met. 

Hyde says, “Our banks and building and loan as 
sociations will go the maximum on FHA com- 
mitments but not on VA. Best VA available here is 
10% down, plus fees, and 17 years.” 

David Bohannon of San Mateo, California says. 
“We are trying now to persuade our mortgagee to 
go along with any permissible terms under Regula 
tion X, but they are thus far unwilling to do so. 
We are hopeful, however, of obtaining approval.” 

Graeme Stewart of Wheaton, Illinois says his 
lenders “‘will go the limit in the amount of loan, but 
will not extend the term over the present 20 years.” 

In Atlanta, B. A. Martin says that his lenders 
will go along with a larger mortgage at a longer 
term. 

John Worthman of Fort Wayne, Indiana has not 
yet contacted his lenders about the possible new 
terms. 

Van Holt Garrett, Denver, says his lenders will 
okay a larger percentage of loan to value, and that 
most of them are now making 20 year loans and 
want to hold to that term. 

There is much speculation about the effect that the 
lifting of Regulation X would have on sales. In 
areas where lenders would not go along with new 
terms. the effect naturally would be small. In other 
areas, members of the Journal roundtable believe 
that it would stimulate sales. 

Bohannon, who is building 500 homes in the 
$8,850 to $16,500 bracket, says, “The lifting of 
Regulation X would have a very beneficial effect 
as there are many young families that are steadily 
employed who are unable to meet the present down- 
payment requirements, They are being deprived of 
a home they can otherwise afford and need.” 

Pearce is building 350 homes priced from $12,000 
to $13,500. He says, “The present set-up of Regula- 
tion X makes long range planning very difficult. 
If it is relaxed we could build or plan to build more 
homes over $12,000. Although our sales are very 
strong at present, a further relaxation of X would 
probably stimulate both sales and starts in this area.” 

But, two other real estate builders believe the 


(Please turn to page 39) 
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WISE old friend of ours once made the simple statement. 
“Don’t waste your energy arguing with people who believe 
as you do. Harness it for convincing those who don’t.” 

This reminds us of many cases we’ve seen where energy has 
been misspent. Take a good many of the meetings we've attended. 
A grou iechiiie to fight for or against some issue. All the argu 
ments for taking that action receive the ready agreement of the 
members present. But when it comes to the actual work of getting 
out and converting the nonbelievers and disinterested parties to 
the cause, there’s nobody to do the leg-work. 

In an Eastern city last week one lone man stood before the 
city council to argue against a proposed public housing project. 
He was a familiar figure to the council, having appeared many 
times before to fight socialized legislation. 

While this staunch fellow was getting a polite “We'll take it 
under consideration” from the mayor, we wonder where some of 
his ardent co-believers were. Maybe they were too busy convincing 
their already-convinced friends. 

Meanwhile, only one man out of this city of 100,000 people 
had the courage to do the talking where it counts most — to the 
non-believers and to the people who are just too lazy to make up 
their minds for or against. 

Some members of the real estate and building industry, and 
all too few, have been carrying the weight of the fight against 
socialized housing, rent control. and other government interven- 
tion schemes while the rest of us nod in ready agreement and 
do nothing. 

Perhaps it takes a blazing fire, rather than smoke, to arouse 
us. Los Angeles is a good case in point. 

Back in August, 1949, Los Angeles’ Mayor Fletcher Bowron 
sold his council members on a $110 million public housing pro- 
ject for the city, leading them to believe that the 10.000 housing 
units were a gift from the federal government and that they 
would clear slums. Members of the real estate, home building, 
and financing fields saw the danger and a few tried to arouse 
others. It was a slow process. They had to combat people’s tend- 
ency to want something for nothing. 

Finally, a majority of the council was convinced that the pro- 
ject would cost the city’s taxpayers thousands of dollars each year 
for streets, police and fire protection and the like. They were 
shown that 80% of the land that was to be “cleared of slums” 
was actually vacant. And so, last December, the council voted to 
cancel the housing agreement. But the fight went on . . . the gov- 
ernment arguing that it already had invested $3 million. 

In June, the issue came to a public vote. Meanwhile, civic and 
business groups had been hard at work on radio and television, 
in newspapers and direct mail, to get the true story to the people. 
With the slogan “Don’t Pay Somebody Else’s Rent”, they dug up 
facts showing that tenants in such projects are politically picked 
— that many earn substantial incomes, that many such projects 
breed crime. And the people of Los Angeles responded with a 
2 to 1 vote against the housing scheme. 

But is it too late? The public housers say it is. And they have 
a two-year-old contract to back them up. How much easier it 
would have been if the measure had been blocked in the first place. 

Someone is selling “free housing” in cities and towns across 
the country right now — today. And what are we doing to com- 
bat it? Are we getting out beyond our own compatible groups to 
sell the disbelievers and the disinterested? Are we organizing 
property owners — the people who will foot the bill for this 
housing? Are we talking where it counts most? 


— B. F. 


Nationa Rear Estate AND Burtpinc JournaL — August, 1952 17 














~ 




















T WAS the Fourth of July. I 

had just finished mowing the 
lawn and had turned water on 
some young fruit trees we’ve been 
endeavoring to save from the 
ravages of an unprecedented June 
drouth. We’ve watched them bend 
helplessly before the searing hot 
winds, their roots tortured by the 
cracking earth. We’re pulling them 
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Hobart C. Brady, a past president of the 
National Association of Real Estate Boards 
and owner of his own real estate organiza- 
tion, is known throughout the country as 
one of the most capable men in the real 
estate and building industry. A sought- 
after speaker, he has recently authored a 
book, “Real Estate — It’s Wonderful!” 


No, MR. KAHN! 


By HOBART C. BRADY ¢ President @ Hobart C. Brady, Incorporated @ Wichito 


Last month a New York City realtor lashed out against what he calls 
the “home ownership crowd” for seeking to destroy the apartment 
house market by “misleading propaganda” and “artificial legisla- 
tion” in behalf of home ownership. The Journal asked another realtor 
to set him right. You will want to read this article and pass it on to 
your associates. It states the creed of our industry. It is a stirring re- 
cital of the value of our product and our services to American freedom. 
It is a smashing indictment of those in the industry who would divide 


or hamper our efforts in furthering the cause of home ownership 


through and in doing so have de- 
veloped for them something of the 
feeling a mother has for a handi- 
capped child. 

I sat down on our terrace with a 
glass of ice tea to go through some 
papers I'd brought from the office. 


Threatened by Propaganda fo 
Home Ownership.” It was a start 
ling title to find in a real estat 
publication. My first impressior 
was that the Forum, in deferenc: 
to its name, was seeking to giv 
both sides of the question and had 


Among them was the “Real Estate 
Forum,” containing Sanders A. 
Kahn’s article, “Rental Housing 


opened its columns to a representa 
tive of the Public Housing Lobby 
I was quite unprepared for an edi 
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torial comment which said of the 
“We have printed a 


Brg: exposition of the sub-- 
ject by a member of the Real 


Estate Board of New York — San- 
ders A. Kahn — who pleads for an 
association to fight the devastating 
propaganda of proponents of home 
ownership.” The editorial went on 
to betray a grudge on the part of 
the Forum against the National 
Association of Real Estate Boards 


_... that could be explained on 


unds of sectional viewpoint, 
journalistic or organizational ri- 
valry, or an urge to gain attention. 
But to me a realtor who would 
express the conviction that NAR- 

*s advocacy of home ownership 
was evil, is incredible. 

I don’t know Mr. Kahn. I am 
not familiar with his environ- 
mental background or specialized 
business interests which might 
combine to produce such a view- 
point. I suppose it is possible for 
one to grow up in an environment 
where congestion has always been 
associated with housing, and where 
crowding is accepted as normal 
rather than a necessary evil, as it 
is looked upon by those of us who 
live in smaller communities where 
individual home ownership is 
available to most people. 

Mr. Kahn advocates a defensive 
organization for owners of rental 
residential housing on the grounds, 
“The interests that have been 
promoting private home ownership 
will have made it economically 
impossible for apartment houses 
to compete with one-family 
houses.” He brands the National 
Association of Real Estate Boards 
as the ring leader of these special 
interest groups who “have done 
their job through effective publici- 
ty, artificial legislation in a local, 
state, and national levels and ap- 
peals to non-economic or non-social 
motivations.” He goes on to ex- 
plain, “The major program of that 
organization (NAREB) has been 
the promotion of home ownership. 
They have not merely said that 
home ownership is good and it 
prevents socialism. They actually 
have done things to make home 
ownership good and have enabled 
it to overcome much of the com- 
petition of apartments.” Mr. Kahn 
is the only realtor I have ever 
heard express opposition to that 
kind of program. 

He next outlines six fields in 
which he believes “these interests” 
have gained unfair advantages for 
property owners. He first attacks 
the homestead exemption laws 
which several states have and un- 


der which homes up to a limited 
value, such as $3,000 or $4,000, 
are exempt from real estate taxes. 
Florida oh a similar law and 
realtors there tell me it has proved 
an attraction for aged couples 
seeking to eke out their few re- 
maining years on small annuities. 
We have no such law in Kansas 
and I think there is a great ques- 
tion as to the fairness of home- 
stead exemption laws. The Na- 
tional Association of Real Estate 
Boards has never championed 
them. However, I know of no 
situation which would justify Mr. 
Kahn’s further assertion, “Owners 
of fine and somewhat expensive 
three and four bedroom homes pay 
nothing to support local govern- 
ment.” 

Mr. Kahn next charges, “Groups 
sponsoring home ownership have 
been effective in having legiain- 
tion passed to remove tax inequi- 
ties affecting private homes.” He 
no doubt has reference to the suc- 
cessful efforts this past year on the 
part of NAREB and others to gain 
for home owners the right to ex- 
change homes on the same capital 
gains basis that has been enjoyed 
by investors in rental housing and 








* “My belief is that it (the owner- 
occupied home) is the most satisfac- 
tory form of housing. A family needs 
something more than shelter in a 
home. Man cannot live by bread 
alone. Housing is something more 
than an economic calculation. There 
are spiritual values which home own- 
ership provides and which are essen- 
tial to the quality of citizenship that 
can alone preserve a democracy.” 


“I sincerely believe the only prac- 
tical antidote for the emotional and 
intellectual repression incident to the 
routines of mass production is indi- 
vidual home ownership. It gives the 
worker something with which to re- 
capture his sense of individual im- 
portance.” 


“I believe the best defense against 
Communism is to enable more people 
to become capitalists.” 


“The greatest threat to all proper- 
ty ownership is public ownership of 
rental housing. . . . Freedom was 
never won by a tenant nation — the 
preservation of human rights and 
property rights are dependent one 
upon the other.” 


“Those of us who operate offices 
where we manage and sell apartment 
properties, farms, and commercial 
real estate, as well as homes, have a 
perspective which recognizes the need 
in every community for each of these 
types of investment.” 
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commercial property for years. 
Mr. Kahn doesn’: actually object 
to this in principle. He does com- 
plain of the fact home owners are 
not compelled to report the rental 
value of their home-owned accom- 
modations on their income tax re- 
turns which he considers a form of 
income. He complains, “Dividends 
received on rental housing are sub- 
ject to our income tax laws. In 
home ownership the return is 
direct in this form of free rent. 
What he fails to mention is that 
the home owner receives no inter- 
est return on his invested capital 
in a home, no depreciation on his 
improvements, and no credit for 
maintenance expenses which he 
incurs such as the investor in 
rental housing enjoys. These are 
the offsets. There is no such thing 
as free rent to the home owner. 

Mr. Kahn’s third objection 1s 
that federal legislation has given 
extremely favorable financing 
terms for private homes. However, 
later in the article he concedes, 
“Conventional financing is usually 
on better terms to the apartment 
house builder than to the home 
builder.” The Federal Housing 
Administration, which revolution- 
ized home financing by fostering 
uniform standards for housing con- 
struction, responsible and im- 
partial inspection, and a_ national 
mortgage market, lowered interest 
rates as much as 3314% on both 
individual homes and rental hous- 
ing projects with both enjoying 
exactly the same rate. As a matter 
of fact, “608” rental housing pro 
jects enjoyed a 4% rate plus mort- 
gage insurance, compared to a 
rate of 414% on individual homes: 
thus the financing favored rental 
housing. At one period, rental 
projects could borrow 90%, of the 
appraised value where individual 
home owners could borrow 95% 
of the first $7,000 and 70% of the 
balance up to $11,000 of the ap- 
praised value. Following the 
Korean incident, individual home 
construction was curtailed by Reg- 
ulation X restricting credit, and 
rental housing in critical areas was 
encouraged by special loans with 
priorties to assure material. Mr. 
Kahn’s assertion that liberal home 
financing has left the home owner 
with no real interest in his home 
is repudiated by the excellent re- 
payment record on FHA and 
veteran loans. In any event they 
certainly have a greater interest 
in the property than a tenant pos- 
SeSSES. 

In the matter of federal legisla 
tion, Mr. Kahn seems to have com 
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pletely forgotten the long continu- 
ing fight which NAREB has made 
against the inequities of rent con- 
trol. This is one of the bitterest 
fights NAREB has waged and sole- 
ly in the interest of rental resi- 
dential property owners. NAREB’s 
same consistent opposition to 
public housing was of greater con- 
cern to rental housing owners than 
to individual home owners. 


Discriminatory Zoning 

Mr. Kahn complains of dis- 
criminatory zoning regulations, 
deed restrictions, and code require- 
ments. We have no such discrimi- 
nations in our community and 
certainly NAREB has never foster- 
ed any such discriminations. He 
says apartment house zoning is 
usually confined to areas adjacent 
to industrial or commercial dis- 
tricts. There is a degree of truth 
in this. Many zoners have looked 
upon multiple housing as a proper 
buffer area between commercia! 
areas and individual residential 
districts. In the past, rental hous- 
ing projects as a rule were not as 
well planned as they are today. 
Little attention was given to ade- 

uate land ratio and design from 
the appearance viewpoint. That 
has changed. No greater influence 
has contributed toward that end 
than the FHA financing with its 
— review service which has 
1elped develop multi-housing pro- 
jects that are not only function- 
al but attractive. Not all 
rental housing projects elevate 
values in the areas in which they 
are located any more than all 
individual housing projects do. It 
is finally dependent upon the in- 
tegrity of the developer, but the 
general situation is improving. | 
find no general support in fact for 
Mr. Kahn's charges. He is guilty 
of reaching general conclusions 
from isolated incidents such as in- 
dicting all real estate advertising 
because of an ad stating the carry- 
ing charges on a $26,000 home 
were $48 per month, a figure so 
palpably in error that it either was 
a misprint, or a statement the 
falsity of which was so glaring as 
to be self-defeating. 

Rather than to argue these in- 
cidents with Mr. Kahn, I would 
rather direct my remarks to the 
damage which I think his argu- 
ment does in attempting to drive 
a wedge between groups of prop- 
erty owners at a time when unity 
of purpose and action is impera- 
tive. I do not think his position 
represents the enlightened self- 
interest which owners of rental 
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residential property should hold. 
Those of us who operate offices 
where we manage and sell apart- 
ment properties, farms, and com- 
mercial real estate, as well as 
homes, have a perspective which 
recognizes the need in every com- 
munity for each of these types of 
investment. I realize there are 
transient people who by the very 
nature of their employment are 
not logical home owners. There are 
aged couples no longer physically 
able to assume the a of home 
care and maintenance. There are 
single men and women who live 
alone and whose needs are better 
met by apartment services. There 
are young couples not yet secure 
in new employment who should 
wait a year to buy. Then, I have 
a friend. an attorney, who was an 
early and enthusiastic stockholder 
in a successful co-operative apart- 
ment in my city. He explained to 
me, “Hobart, I’m a natural born 
cliff-dweller. I have no pastoral 
instincts.” There are people who 
by nature prefer apartments. 
There are areas where land values 
are so high, multi-housing pro- 
jects are necessary to provide 
shelter within the economic means 
of wage earners. These latter are 
inhabitants of multi-housing by 
constraint rather than by choice. 


Spiritual Values 


In advocating the personal and 
social desirability of home owner- 
ship, I have never done so on the 
grounds that it was the cheapest 
form of housing. My belief is that 
it is the most satisfactory form of 
housing. A family needs some- 
thing more than shelter in a home. 
Man cannot live by bread alone. 
Housing is more than an economic 
calculation. There are spiritual 
values which home ownership pro- 
vides and which are essential to 
the quality of citizenship which 
can alone preserve a democracy. 

For countless ages, the common 
man was ceconciled to a life of 
tenancy. He was usually the ten- 
ant of the Crown or Lord of the 
Manor. The ownership of land 
was jealously guarded by rulers 
for they well knew the power to 
bestow or deny to a man shelter 
for his family and the plot upon 
which to raise its food, was the 
power to control his life. In Ameri- 
ca men gained the right to in- 
dividual ownership of land as it 
had never been known in the 
world before. They felt a new 
assurance. They gamed new con- 
fidence in resisting tyranny be- 
cause they felt shelter and food 


for the family was within their 
own power to provide. I write this 
on the anniversary of the day 
these emboldened freeholders de- 
clared their political independence 
as being a fitting state for men 
who had, through property owner- 
ship, achieved personal indepen- 
dence. 


Great Social Changes 

Great changes have affected our 
society since that day. New com- 
forts and conveniences have come 
to us from the techniques of mass 
production. But each advance in 
mass production techniques has 
robbed the individual worker of 
a little more of his sense of person- 
al importance. He has slowly been 
reduced to the status of an in- 
dustrial robot. The foreman as- 
signs his task, the union steward 
determines his benefits. No de- 
cisions are left to him. If from 
a regimented factory machine job 
he retires to a mass housing pro- 
ject at night where no freedom of 
action awaits him, what is to keep 
his thought processes from com- 
plete atrophy? How is this poor 
fellow to become a_ thoughtful 
citizen every two years when 
called upon to exercise the respon- 
sibility of citizenship by voting? 

I sincerely believe the only 
practical antidote for the emotional] 
and intellectual repression incident 
to the routines of mass produc- 
tion is individual home owner- 
ship by the worker. It gives him 
something with which to recap- 
ture his sense of individual im- 
“ope He is obliged to make 

is own decisions again. He can 
elect to transplant the roses or 
fix the roof. Mr. Kahn ridicules 
the ability of the home owner to 
save money by making his own 
repairs. I’ve lived in my own home 
for 25 years. My tools have been 
limited to a saw, hammer, screw 
driver, pliers, and small Stillson 
wrench. I’m no master plumber or 
electrician, but you’d be surprised 
at the repair jobs about a home 
simple enough for my inexpert 
mechanical talents. In fact, I don’t 
do all the things even my wife be- 
lieves me to be capable of, such as 
eliminating the whine that de- 
velops in a toilet valve when you 
flush it. It is in the amateur re- 
pair and gardening projects about 
the home that most home owners 
find an opportunity for self ex- 
pression which is essential to every 
person. 

I believe the best defense against 


(Please turn to page 35) 
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Exterior board and batten siding is painted grey, trim is white. Tall brick 
plant pockets extend across front of bedroom bay window. Porch and garage 
are located at front. Focal points are bay window and yellow flush door 
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UTILITY , 


DINING 





GARAGE 


KITCHEN 






BEDROOM 






LIVING ROOM 





hree large windows in dining area look out onto paved 
atio. Note the built-in bookcase and cabinets at right. 
aster bedroom has one entire wall of built-in furniture 


Floor plan is divided into three areas, can be easily expanded on 
bedroom wing. Traffic is planned so as not to cut across kitchen 


Valen work area. Basementless, house provides for utilities next to garage 
Y 
‘ \ S 


card an batten siding, beamed ceilings, and 





hinted paneling provide both economy and beauty 





this small, two-bedroom home. Here is a flexible ‘ 
Features of kitchen are natural wood cabinets, dutch door, chimney 
brick behind stove. Ceiling is covered in colorful plaid wallpaper. 


an with attention-getting features Space is provided at this end of kitchen for dining, meal planning 
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Colator selects one copy of each listing 
(up to 16 maximum) to make up complete 


set for mailing to 900 brokers on Keyes’ list 


Large Webendorfer press prints firm’s larg- 
er mailing pieces. Negatives are stripped 
on table, left, before plates are made 


Multilith, smaller press, prints Special 
Sales Service listings. Average week’s run 
(20 listings, 1,000 each) takes seven hours 


they mail 20,000 sales letters a week 


By ARTHUR B. BOAZMAN 
Vice President & Sales Manager 
The Keyes Company, Realtors 
Miami, Florida 





IKE MOST other industries 

these days, the real estate 
business is turning to mass pro- 
duction methods of operation. A 
good example of this can be seen 
in the sales technique of The 
Keyes t‘ompany, Miami, one of 
the largest real estate organiza- 
tions in ¥lorida. The firm employs 
120 people and has four offices do- 
ing a yearly gross volume of busi- 
ness exceeding $21 million. More 
than half of this gross volume is 
done by real estate sales depart- 
ments, which in 1951 accounted 
for $15,570,561 in sales. Practical- 
ly all of this was done on the 
Keyes Special Sales Service, a 
listing plan enabling the more 
than 900 real estate brokers in the 
South Florida area to sell Keyes- 
listed properties at a full commis- 
sion to themselves. 

In order to get these listings in- 
to the hands of more than 900 
brokers, a system had to be de- 
vised, a team of specialists set up, 
and machines purchased to do the 
job. Let’s examine the stream- 
lined system, step by step. 

The salesman who obtains the 
listing writes up a description of 
the property with such pertinent 
information as price, terms, lot 
size, description of improvements, 
remarks, legal description. This 
is sent to a copy re-write man who 
makes any changes necessary and 
passes it on to a stenographer who 
types a perfect copy for photo- 
graphic reproduction. In the mean- 
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How to get a listing into the hands of 900 brokers fast and give them 


enough information to sell it was the problem facing the Keyes Com- 


pany. Mass production printing was the answer. Two employees and 


a capital investment of $14,000 turn out 20 listing bulletins per week, 


plus all other company printed matter such as forms, brochures, checks 


time, the company photographer 
has prepared an 8 x 10” photo- 
graph of the property to be sent 
to the firm’s printing department 
along with the typed copy. 

The Keyes Company’s printing 
department has two full-tume em- 
ployees and equipment valued at 
more than $14,000.00 In addition 
to printing an average of 20 
Special Sales Service listings per 
week, the department turns out 
nearly all of the realty firm’s 
voluminous promotion pieces, in- 
cluding rae tg brochures and 
mail-aways; all of the forms need- 
ed by the various departments in 
cluding checks, property manage- 
ment contracts, leases, deposit re- 
ceipts, bills, record sheets, etc; and 
other printing jobs for the com- 
pany and its allied interests. How- 
ever the printing department con- 
siders its main job the production 
of the weekly Special Sales Serv- 
ice listings. 

First step when the assembled 
materials reach the print shop is 
to photograph both the finiahed 
typewritten copy and the glossy 
photograph of the property. From 
the resulting negatives, a plate 
is made and the listing is ready 
for the press. The Keves Printing 
Department uses two presses: the 
“big” Webendorfer on which the 
company runs its larger brochures, 
and the smaller multilith on which 
most of the listings are printed. 
“SSS” day is the Vie moment of 
the week for the smaller press and 


to turn out the average weekly 
printing of 20 listings (1,000 
copies of each) takes nearly seven 
hours running time. The listings 
are trimmed to size on the giant 
2,000 pound cutter which is cap 
able of cutting thru 500 sheets 
(a stack 31% inches thick) at a 
single stroke. On the larger prop 
erties, four-page SSS_ brochures 
are used a these are run thru 
the automatic folding machine 
at the rate of 12,000 per how 
This same machine, in addition to 
being able to perforate sheets, 
actually is capable of taking a 
sheet of paper 17” x 22” and fold 
ing it down to a booklet not much 
larger than a business card. 

The listings are now ready foi 
the colator which takes up to 16 
different stacks of listings and 
sorts out one copy of each, ready 
to be placed in envelopes for mail 
ing. The operator of the colator 
also addresses the more than 900 
envelopes, — a job that is also 
taken care of by machine in ! 
hour’s time. Metered mail is used 
to further speed up the mailing. 

The total cost of the equip 
ment necessary to turn out the 
weekly SSS mailing is in the neigh 
borhood of $15,000 but with an 
anticipated sales volume of $16. 
000,000 for 1952 in addition io 
its mortgage and property man 
agement departments, The Keyes 
Company has proven that in 1952. 
it pays to have your operations 
mechanized! 
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Paper starts at the near end of the automatic folder and is Listings are placed before the “copy” camera and photographed. 
whisked through to operator. Up to five folds can be made A plate (right) is being whirled automatically, undergoing 
on one trip through the machine. Average job takes two folds chemical treatment preceding burning the negative onto it 














kl, Workman puts the 2,000-pound cutter Automatic addressing machines complete Typical Special Sales Service listing lette: } 
i) into action. It will slash large numbers of | the operation. Envelopes to be stuffed gives complete details of property so that 
sheets with a single stroke of the blade pass through at the rate of 600 per hour 900 brokers may treat listing as their own 
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op § like California and Texas and other parts of th: 
res REAL ESTATE TRENDS country which are still benefiting from population is 
ru «off influx connected with defense and industrial develop Ki 
ine ment, sales have sometimes become sluggish. Thi ~- 
ul more we move away from such boom areas ihe moi s | 
| to By GEORGE W. WARNECKE* evident it becomes that builders are guided by th 
pts. demand anticipated in the immediate future and 
=. j sae . 5 erect only a limited number of units at a time 
| FIXEN years of expansion in mortgage holdings “17 eke: 7 “1 3° _ 
Id tia!” a . I will be surprised if the building volume in 1952 
1ave comfortably filled the portfolios of big | as nel Wil ; , 
ch | . . reaches the 1951 total. The figures for the first 
money lenders, Many of them now look into the etaonpent ea ile 
eee ws j quarter are not always conclusive as to develop 
. i future with the intention of merely replacing loans eS i d Sitges ie? , 
for 2 “me } Ror ments for the whole year. Saturation of demand, 
that have been paid off and reinvesting principal Se ae all illite patil fnew! +] 
16 og idieaiibinainee more cautious lending and buying and many othe: 
nd pay’ ee : considerations will certainly affect the continuation 
Builders now have to reckon with more selective  . és vy A aaniaeals 
dy os ‘ a and extent of the “boom” this year. 
lending policies than in most post-war years. The “eggs , : 
il Sepesn ’ We are now in the midst of an interesting period 
mortgage market is still strong for properties that are. fe “ald 
tor : t in the office space construction field where many 
well located, of good architectural design, show good ; aoe peasy 
OU : developments are over! lapping each other and careful 
: maintenance and are assured of stable returns and ‘ . “s 5 . 
lso | : planning will be necessary to avoid serious losses 
; Ef value over the next 10 or 20 years. Money for such With th nin cH Dall IN 
ed & type of investments, be it apartment house, apart- y bey a i = Souen, a a ” 
vite ment hotel, office building or commercial store, ork Uity, r Wah t oe aoe vit om — 
either new construction or existing construction 7 ecg bear i i. : Skeliha ‘d th ing oe e resistance, 
) , “ae . ar > > ‘Ee sn re <S 
a may be secured at rates from four and a half to iit cchnimereas megane egg mae OTICe — ‘dee 
h five and one half percent, depending on the area of will ar gu boa huang ra. “ ot “y seg ere e 
ah the country concerned. will take rs eS the — or — and 
z * . re 6 ? rts > > > < "eS : 
; However. loans on fringe-type property, off-loca- more comfortable office space and, as a result, we 
tion, “raw-land” building as well as construction ™@y soon expect more activity in office construction 
s ‘ with rapidly deteriorating value are extremely dif- Past experience with more modern office building 
= j ficult of placement. (Please turn to page 40) 
<9 f I have found the foregoing observations verified 
i - throughout the country on recent visits. At the same = *Mr. Warnecke is the head of a 40-year-old mortgage banking firm bearing 
lik - m his name. Employing 300 persons in principal cities throughout the country 


time it was interesting to note that, even in areas 


the firm placed $110 million, serviced $300 million in mortgages last vear 
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Do you have a yardstick with which to analyze operating costs of apartments under your manage- 
ment? Are your operating costs and utilities charges on the upswing? Owners and managers of 50 
elevator apartment buildings in Washington, D. C., pool their records to provide a set of comparative 


averages. Their charts may help you keep your operating ratios down and keep a finger on rising costs 


UILDERS, INVESTORS, and 

operators of apartment houses 
are handicapped not only by the 
impact of rent control but by the 
falleat of the industry to develop 
a body of statistics showing the 
relation between income, fixed 
charges, payroll, and other operat- 
ing expenses. 

Well aware of the value of a 
yardstick against which to meas- 
ure their individual buildings, a 
number of Washington, D. C., 
apartment house owners for the 
past four years have given whole- 
hearted cooperation by submitting 
their income and itemized cost 
figures each year for development 
of averages based on room count. 
The resulting information makes 
possible a comparison of a sample 
of elevator apartment buildings 
in the “cold war” era of continued 
rent control with a smaller sample 
of elevator apartment buildings 
in the District of Columbia, sur- 
veyed by FHA in the four depres- 
sion years, 1932 to 1935. 

A comparison of this kind 
should only be made with a keen 
realization of the vastly different 
conditions prevailing in the two 
periods. The depression was mark- 
ed by vacancies and foreclosures 
though there were less of these 
in Washington than in the typical 
large city. Economists and sociolo- 
gists long have noted the stabiliz- 


By CHARLES J. BAUER 


Executive Secretary 
Building Owners and 
Managers Association 

of Metropolitan Washington 


ing effect of the large Govern- 
ment payroll in the city of Wash- 
ington, tending to create the great- 
est immunity from cyclical factors. 
Thus the influence of both vacan- 
cies and foreclosures was less in 
Washington than generally else- 
where. Nevertheless Washington 
tenants enjoyed a measure of con- 
cessions conferred by landlords in 
their fight to avoid vacancies. The 
first month rent free was common 
practice and so too was redecora- 
tion as a lease incentive. In spite 
of this, operating costs never took 
more than half of income in the 
depression years; even in 1933, 
when income dropped to an aver- 
age of $150.69 per room, operat- 
ing costs took only 49.3 cents of 
the income dollar. Compared with 
this, under postwar rent control 
the most favorable operating ratio 
was 53.5% in 1949, while last year 
the ratio was 56.1%. 

Rent increases in July 1951 
helped landlords of the District of 
Columbia to meet rising oper- 
ating costs in almost every depart- 
ment. The increases were author- 
ized under the law extending rent 
control, which provided that rent 


on all units, if less than 20% high- 
er than they were in 1941, should 
be increased to that figure. Thus 
while all costs rose in 1951 on the 
average, $4.42 per room, income 
rose $6.51. Average operating ratio 
improved from 56.7% in 1950 to 
56.1% last year. 

The 1951 survey, including 50 
elevator apartment buildings with 
4,727 units and 13.551 rooms, 
surprisingly show a decline in 
the average cost of utilities. Gas 
and electric averaged $12.92, 
down 65 cents; water $2.97, 
down 41 cents; switchboard $12.- 
85, down $1.05, and miscellaneous 
taxes and fees $1.89, down 29 
cents, as shown by the summary 
table. Telephone income was also 
down, indicating that fewer apart- 
ments give switchboard service. 

The two tables giving data of 
individual buildings show a wide 
range of operating ratios: the 
best was 42.31%; the worst, a 1916 
building on which $50.95 per room 
was spent for repair and mainte- 
nance, was 72.74%. One building 
spent only 4.85% of income for 
payroll, which may account for 
its favorable operating ratio of 
51.41%; the building spending the 
greatesi percentage 5a payroll. 
26.92%, had an operating ratio of 
67%. One building paid only 7.4% 
of income for property taxes; the 
highest was 12.93%. To heat one 


20-YEAR OPERATING EXPERIENCE OF ELEVATOR APARTMENT BUILDINGS, WASHINGTON, D. C. 


DOLLARS PER ROOM 


Expense as %, 


Number Income as % of Income Service Repair & 
Bldgs. Year Total Income of Expense Total Expense (oper.ratio) *Tazes Insurance Operating Maintenance 
18 1932 $172.01 224.4% $76.65 44.6% $22.31 $1.08 $40.91 $12.35 
18 1933 150.69 202.8 74.30 49.3 17.85 1.15 38.76 16.54 
18 1934 171.69 218.6 78.56 45.8 18.81 1.41 40.66 17.68 
40 1935 218.01 221.8 98.31 45.1 _ 21.69 1.55 55.42 19.60 
6+ 1948 295.91 176.05 168.08 56.79 29.29 2.76 111.63 24.40 
61 1949 295.98 186.87 158.38 53.51 30.42 2.47 92.83 32.66 
49 1950 293.47 176.40 166.36 56.51 30.51 2.60 107.08 26.17 
50 1951 304.40 178.24 170.78 56.10 30.53 3.11 110.59 26.55 
*All but income taxes. 
24 August, 1952 — Nationa Rea Estate AND BuILDING JoURNAL 
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1951 SUMMARY OF OPERATING EXPERIENCE ELEVATOR APARTMENTS WITH 1950 COMPARATIVE DATA 
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AIR CONDITIONED BUILDINGS AND OTHERS 
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building cost only $9.36 per room; 
another $31.13. 

Detailed long-range comparison 
is difficult because of differences 
in the grouping of expenses by 
FHA in its survey. However, a 
comparison of insurance shows 
the greatest increase: from $1.08 
per room in 1932 to $3.11 last 
year, a rise of 188%. The service 


operation (payroll, fuel, utilities 
and other services) rose from 
$40.91 per room in 1932 to $110.59 
last year, an increase of 170%. 
Property taxes increased from 
$22.31 in 1932 to an average of 
$30.53 per room last year, a rise 
of 36.8%. 

The BOMA survey refutes the 
charge that landlords are flagrant- 


20 YEARS OPERATING EXPERIENCE OF ELEVATOR APARTMENT BUILDINGS, WASHING- 
TON, D.C., DURING FOUR DEPRESSION YEARS (1932-1935) AND FOUR POST-WAR YEARS 
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TOTAL INCOME — UP 76.4% 


ly neglecting to maintain their 
properties. The FHA survey of 
1932 disclosed the expenditure per 
room for this item was $12.35. 
This rose to $32.66 in 1949 and 
last year was $26.55, an increase 
of 115% over 1932. 

Total costs in the 20-year period 
rose from an average of $76.05 
per room to $170.78, or 122.8%. 
While this inflation was occurring, 
income, despite the disappearance 
of vacancies, rose only 76.4%, 
from $172.01 to $304.40 average 
per room. It might be argued that 
landlords fared well because their 
costs rose only $94.13 per room 
while income rose an average of 
$132.39 per room. This reasoning 
fails to consider the huge decrease 
in the dollar’s purchasing power. 
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Wat Can You Do to Obtain More 
MORTGAGE FINANCING? 


By DOUGLAS VAN RIPER 
Realtor* 
Manhasset, Long Island 


UITE often the sale of a dwell- 

ing or property of any type 
depends upon your ability to 
either finance or refinance it prop- 
erly. Many transactions have 
withered on the vine because of 
failure to accomplish the desired 
or necessary financing. So let’s 
explore a few rules. Some will 
apply to you, others won't, but all 
are important. 

A basic rule, of course, is to 
never submit an application with- 
out first having inspected the 
property. 

In your dealings with lenders 
be 100% honest. Don’t falsify 
anything. Bear in mind the lenders 
know the area and can’t be fooled. 

Never, as is sometimes done, 
draw a contract naming a higher 
sales price in an effort to obtain 
a higher mortgage. 

Answer questions on lenders’ 
applications truthfully, candid- 
ly, and without equivocation. If 
the house is 26 years old, say so. 

Complete the application 
thoroughly. Don’t scrawl it in 
pencil. Print it in ink or have it 
typed. When a diagram is called 
for, which is common in most ap- 
plications, draw a comprehensive 
one. Show the exact size of the 
lot and include bounding streets. 

Find out the day the bank’s ap- 
praisers will inspect the property 
and make sure the owner will be 
at home to receive them. If the 
house is vacant, send the key to 
the bank. Do not say that the 
key may be picked up at your of- 
fice. Most committees have any- 
where from 15 to 30 properties 
to inspect on a given day, many 
widely scattered, and they have 
neither the time nor inclination to 
go around picking up keys. 


Mortgage money is easing up . . . interest rates remain firm . . . 
election is holding back some money . . . but competition is still stiff. 
What can you do to get your share of mortgage money? Stick to 
one lender as much as possible. Answer every application question 
without equivocation. Furnish a photo of the property and an up-to- 
date survey. Then ask yourself, ‘‘Would | make this investment?” 


Above all, do not submit any 
mortgage application to more than 
one lender at a time. Nothing is 
more disturbing to an appraiser 
than to drive to an address and 
find another appraiser there from 
a rival institution. ve seen many 
appraisers tear up an application 
on the spot when this occurs. 
Some brokers make carbon copies 
and send to six or more adore. 
Ours go into the waste basket. 

Some banks. savings and loan 
associations, Insurance companies, 
and other lenders prefer one type 
of loan over another. Check on 
this because it’s very important. 
Become thoroughly familiar with 
the likes and dislikes of various 
lenders. Ascertain the prepayment 
privileges that different lenders 
have and become thoroughly fa- 
miliar with them. 

To illustrate, a large savings 
bank in the Bronx prefers loans 
on large apartment buildings, but 
a large savings bank in Brooklyn 
seems to like developments of one- 
family, owner-occupied dwellings. 

Pick out the lender who serves 
you best and stick with him. 
There are times when even the 
largest lenders retrench, but they 
may change their policy next 
week. Or your lender may not 
be able to handle a_ particular 
mortgage application. Obviously, 
in a case of this sort, you must 
look elsewhere. 

However, it is better to give 
your undivided allegiance to one 
lender. Make known to the lender 
that he is getting all your business 
— the cream as well as the milk 
— and point out to him that you 
have not submitted the applica- 
tion elsewhere. He in turn will go 
along with you the best he can. 
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Are you thoroughly familiar 
with Regulation X as it was re 
vised last month? If not, become 
familiar with its restrictions. 

If possible, supply a survey 
when you send in your applica 
tion. If the survey is more than 
five years old many lenders re 
quire that it be redated and guar 
anteed to the lender and to the 
title company which will insure 
the title. 

Another helpful idea is to sup 
ply the lender with a good, clear 
photograph of the property in 
question. 

Too often brokers think they 
have a house sold and submit an 
application for X dollars, while 
the truth is that no sale has taken 
place. Make sure whether the ex 
isting mortgage can be satisfied 
before applying for a new mort 
gage. 

If you merely want to find out 
if the house at 43 Longview Ave 
nue will stand a $14,000 mortgage, 
ask the lending officer, but do not 
mislead him and make him think 
you have sold it for $23,750. Once 
again, be strictly honest. Play fair 
with lenders and they'll play fair 
with you. 

Realizing the extreme impor 
tance of good appraisals, the len 
der employs seasoned, competent, 
reliable appraisers. So when you 
put in your mortgage application. 
ask yourself; would I lend X dol 
lars on this property, assuming 
that you had X dollars to spend? 
If your answer is no, reduce the 
amount applied for and your loan 
will likely go through. 


*Mr. Van Riper, besides heading his own 
real estate office, is director and vice-presi 
dent of the Bayside Federal Savings and 
Loan Association. 
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Split-level and rambler ranch type houses are offered by Realtor Alexander Summer in Fairview Knolls 
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Thirty years of real estate building provide sound background for builder of 231-house development 
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@IN NEW JERSEY 





LEXANDER-SUMMER Company and Brisby 
‘\ Builders, Inc., have teamed up to meet a housing 
shortage for higher-bracket employees and execu 
tives in the fast-growing industrial center, Rarita 
Valley. They are providing 56 split-level and ranch 
type homes in the $17.500 to $18,500 price rang: 





EAL ESTATE Builder Edward Rose of Detroit 

who constructed 700 homes last year, attribut 
his big production operation to providing the “largest 
house in town for the money.” Rose is backed by 
30 years experience in real estate building, and | 
date, has built more than 8,000 houses. He is among 
the largest operative builders in the Detroit area. 

His latest large-scale project is a 231-house develop 
ment in suburban Lincoln Park. These brick homes 
are 38 by 26.8 feet. With three bedrooms, 11 eleva 
tions and two floor plans, sales are always ahead o! 
construction. Priced at $11,775 to enable buyers t 
have an FHA 25-year mortgage, the homes offer 
1,014 feet of living space. 

Lincoln Park has many facilities conveniently at 
hand. Public and parochial schools are two blocks 
away. A pnt has been opened on a nearby 
corner. Winding streets and a handy business cente: 
make the location ideal for Detroit home-seekers. 

Buyers are given a wide selection in color o! 
paint, ceramic tile in kitchen and bath, linoleum 
electric fixtures, and shades. Westinghouse garbag: 
disposers were added after a survey by the company 
indicated the preference by housewives in having 
that household chore eliminated. Some of the othe: 


quality products featured are Truscon steel windows 
and sliding doors, Barrett roofing. Armstrong lino- | 
leum, Kohler bathroom fixtures and enamelware. 
U. S. Gypsum products, and Lux-Aire oil furnaces. § 
The project was begun the first of this year, and § 


is scheduled to be completed 18 months later. Sales 
men for F. P. Taipale, sales broker for Rose, hold 
open house at a model daily from noon to 8 p.n 
enabling factory employees to stop in after work 
Advertising and feature stories in all three metr 
politan newspapers are aiding sales. 
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These homes meet a market not yet tapped by other 
real estate builders trying to keep up with the grow- 
ing demand for low-priced houses. 

(he area is full of house-hunters because of fast- 
multiplying industries. Advertising is limited to local 
newspapers. A demonstration house is kept open by 
the Dralegunnnt supervisor of Summer’s branch 
office, Julian Saal. Therefore, sales, which are 
handled exclusively by the Summer branch office. 
come without much difficulty. 

Saal reports buyers are equally divided between the 
qlitteed aud rambler ranch models. The split 
levels, at $17,500, provide three bedrooms, 114 baths, 
fireplace, large living room, spacious dining room 
and kitchen, built-in garage, two additional 24-foot 
basement rooms — space seldom found in split- 
level designs — and a large covered rear porch. 

The rambler, at $18,500, has a vestibule and cen- 
ter hall arrangement which keeps traffic away from 
the 20 x 13 - foot living room; a clever arrange- 
ment of master bedroom and powder room, which 
makes the powder room equally accessible from the 
hall; sound-insulating closet walls between all three 
bedrooms, and even Hosa dining room and kitchen 
than the split-level model. The rambler also has a 
fireplace, attached garage, and covered rear porch. 


e IN IOWA 





Five exterior variations are available. Buyers have 
the choice of Tennessee stone, bluestone, or brick 
fronts. Other walls are faced with cedar siding or 
stained cedar shingles. Choice of brick, knotty 
pine, or a variety of hardwood panelings on the fire 
place wall are also optional. Walls are insulated with 
Owens-Corning Fiberglas. Genasco asphalt shingles 
are used on the roof. Other nationally-known pro 
ducts used are Briggs and American Standard bath 
room fixtures, U. $. Gypsum, Insulite, and Celotex 
sheathing, Armstrong linoleum. Rheem water heat 
ers, Formica countertops. Wel-bilt garage 
and Libbey-Owens-Ford glass. The homes are heated 
with gas-fired Morrison Steel furnaces. 

Aluminum combination storm sash and screens 
are provided on all models. an unusual extra for 
built-for-sale houses. Saal explains why they provide 
this costly extra: “Almost every housewife has a 
favorite model of range. Sooner or Jater the one 
furnished with the house is traded in at a loss - 
for her favorite model. So we let the buyer provide 
the range. But we recognize the sales appeal of 
aluminum combinations. Thus we provide them. 
and our buyers appreciate it.” 

Lots on the rolling farmland average one-third 
acre. and the builders have kept the original topsoil 


doors. 


Private businessmen, headed by a leading realtor-builder, beat public housing to the punch in Davenport 


KITCHEN 


LIVING ROOM 





N 1941, Davenport was faced with material short- 
ages. a drained labor market. and a war-swollen 
population. These factors set the stage for socialized 
housing, which, if not fought. would lower tax 


Srevenue, raise cost of city services, and disregard 


such local problems as schools and transportation. 

To avoid this, a hundred Davenport business firms 
and individuals subscribed $26,500 and organized 
Davenport Garden Homes, Inc. The responsibility of 
managing and directing the corporation’s activities 
was given to Mel Foster Company, Inc., a leading 
real estate firm in Davenport. In 11 years, this 
original sum has been parlayed into $6 million worth 
of attractive housing . . . more than 550 homes. 

Mass construction methods, quick sale of finished 
houses to assure rapid turnover of capital, and full 
cooperation of local lending institutions combined 
to make the record showing possible. says Realtor- 
Builder Foster. This year’s plans call for 200 homes 
at a cost of about $2 million. 

The most successful model has been the “Honey- 
moon House,” illustrated here. With 12 variations 
of one basic floor plan, it challenges rising costs 
with convenience, beauty, and sound construction. 
lhe floor plan is 24 x 30 feet, or 720 square feet in 





area. Other plans range in size from 24 x 19 to 34 x 
26, with prices ranging up to $14,000. The plan 
shown here has all rooms conveniently arranged for 
access from the center of the house. The side door 
provides direct access to basement stairs and kitchen 
A hall closet near the front door forms convenient 
entrance hallway. 

The Davenport Real Estate Board has a contract 
for the sale of these homes. and they are rotated 
among the real estate firms as the houses come up 
for sale. It is the hope of Davenport Garden Homes 
officials that their private enterprise answer to public 
housing will inspire further housing progress 
throughout the country through community initia 
tive and without government subsidy or financing 
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If reasons why « « -« 


fz sells a million dollars a year 


By JACK STARK 


F Bill Biggerstaff is an enigma to the J. C. Nichols 

Company’s sales staff, it’s only because in a few 
short years he’s sold more real estate and broken 
more records than any other salesman in the com- 
pany’s spectacular 47-year history. 

And he started from scratch four years ago. Up 
to that tume he had never sold an ice box to an Eskimo. 
But don’t bet he can’t, or won't, today! 

There are certain factors that make a salesman 
like this “tick” and Biggerstaff is no exception to the 
rule. Salesmen’s betting odds were that Bill’s first 
“million dollar sales record” was a stroke of luck, 
personal charm, sex appeal, voodooism and working 
almost exclusively on new small houses. But “the 
Kid” as the old veterans termed him — he got out of 
school five years ago — turned around the next year 
when new home building was drastically curtailed in 
1951 and did it again. And on large brokerage houses. 

After that he became as much 
scrutinized and followed as the 
Hope diamond. Even more ex- 
perienced salesmen hoped that 
some of this “Biggerstaff 
charm” would brush off on 
them. 

To Missouri-born Bill Bigger- 
staff who stands six feet, two 
inches and is a 1940 Golden 
Gloves light-heavyweight city 
boxing champion, two consecu- 
tive years of selling a million 
dollars in residential property is not a miracle. 

“It's work and applied human psychology,” he 
claims. And by “human psychology” he means his 
own homespun, self-fashioned, human relations “rules 
of thumb” by which he works and gets people to buy 
homes. What’s more he makes friends doing it and 
they constantly call him back to give him new leads. 

What are these magical rules that have never. been 
published? Remember they come from an uninhibited 
salesman who started out not knowing any selling 
rules, and fashioned these out of his own observa- 
tions of people and their reactions. You are not 
reading these out of a book. They are fresh, original 
in most part, adaptable to every salesman and power- 
packed in the results they bring. 

Some of the following eleven main points most 
salesmen will identify with their own work. Others 
may appear as a startler, possibly be questioned. But, 
remember . . . sometimes Bill throws out his own 
rules to make a certain sale. 

But here’s how he tells it in his own words: 

1) “I’m instinctively shy. My earliest brush with 
selling was in insurance training (one year) and I 
was too embarrassed to stand up before the class and 
make a graduation speech, Thus, I tend to hold back 
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with a new prospect and get Ais feelings on what he 
wants. I still keep pretty much within myself until I 
find the house I think he'll buy. Then I lose my 
shyness. 

2) “Enthusiasm! I have a great deal of enthusiasm 
for my work and really build up an excitement over 
saleable homes. Especially when I have found my 
prospect out and know what he and his family wants. 
He’s married, has a couple of grade school kids, does 
a lot of his work at home and needs a den for privacy. 
When I realize his needs and I have such a home 
listed, I begin getting that pins and needles feeling 
that is eee associated with selling, big game hunt- 
ing, or deep sea fishing. You know you have the right 
bait to dangle in front of the big one. From here on 
I go all out and my enthusiasm is taken up by the 
buyer. Find homes for people instead of just making 
sales. Try it! 


A Journal 10-city check shows the house market is still sluggish. 
Existing house sales have slowed to a walk and new houses aren't 
far behind. How do you lash out at this buyer lethargy with keener 
competition mounting? A soft-spoken young fellow from Kansas 
City has found a way. He’s chalked up $2 million in sales in two 


years with methods that pop-eyed veteran salesmen are scrutinizing 


3) “Uninhibited is what a certain Kansas City 
columnist pinned on me. But, by uninhibited I 
don’t mean getting brash. That is the very opposite 
of my nature. To me uninhibited (if I really do have 
that quality) is luckily having started out selling 
without too much “do’s and don’ts” preached at me 
and not too many sales barriers strewn in my way. 
(And, as said before, Bill throws out his own rules 
sometimes to make a sale.) I am like the cub reporter 
who went out and interviewed the recluse multi- 
millionaire and got a national newspaper scoop be- 
cause he didn’t know any better and the wise old 
timer who had put him up to it knew it couldn’t be 
done. 

4)“I try saving time, A lot of salesmen I have 
observed are spinning their wheels. Too often I have 
heard a salesman answering the phone tell a brand 
new prospect he'll meet him on the corner in thirty 
minutes and show him some houses. All this without 
any preliminary to find out what he wants, or even 
what he can afford. I save a lot of time by finding 
out all the details first — including how much money 
he can put down — then I select homes in his bracket. 
On hard-to-get-out prospects I use this system effec- 
tively. I find out exactly what it is he needs by getting 








ie 
¥ 
t 
= 
4 





RINE SET YC oe RT er ag o> em aR NON es or 











+ AUTRES RE MERON 


LOR ON BER 


Ree mR AR Rm om 





CT a 


CAR RZ tn 





real specific. Then I eliminate all houses but one that 
seems to fit him most and call him. I’m anxious to 
show it to him. It’s terrific. I have exhausted the 
whole book and this one is for him. We go out. I 
know that this man is tired from having seen too 
many houses by real estate salesman who wanted to 
take him on the “tour.” Not many were concerned 
to find him ONE house — that suited him. This is a 
time-saver too because all the others would have 
wasted his and my time. 

5) “Another thing I try to do in making a sale is to 
point out the differences in a home . . . its good as 
well as its bad features. If the back yard is triangular 
and pie-shaped plus a little cramped, tell him so right 
off. If that third bedroom is really too small and 
would make a better sewing room — tell his wife 
that too. This builds up his confidence in you and 
soon the buyer is leaning on you for advice instead 
of looking for things wrong with the house. In time 
I am able to eliminate all but one home and when I 
do I sell him that one. (Sometimes the buyer buys 
a home over Bill’s objections to it and later finds out 
Biggerstaff was right. This buyer can’t send him 
enough prospects from then on.) 

6) “It may work out differently with you, but I 
always try to take the husband and wife out together 
to look at homes. I have found out in my few years 
of real estate selling that even though the husband 
likes a home, the wife has to approve it. This makes 
two trips! Why not cut it down at the beginning. 

7) “I always try to take any reasonable offer to ihe 
seller. A lot of salesmen miss this point. A house is 
priced at $19,500 and the prospect I am showing it 
to likes it and offers $17,500 tops. Some sales-people 
let that go and begin showing them more homes, I 
make sure to take this reasonable offer to the seller 
and tell him I have sold his home for $17,500 and 
would he like to buy it back and try to sell it at a 
higher price. For that is actually what he is doing 
when he turns down the offer. Sometimes, not all 
the time, you make the sale. 

8) “Never get into an argument with the customer. 
This is a rule every salesman knows, but I still hear 
my colleagues argue a customer down ‘because I 
know real estate and don’t tell you how to make 
bottle tops in your factory.’ This is a ‘maybe’ ap- 
proach I use with a good deal of effectiveness when a 
customer points out some minor detail which he seems 
to feel is important. I always say: ‘Mr. Bell, that may 
be true as you have pointed out. However, I wonder 
if you have considered . . .” and we flatter him first 
for having seen something he is proud of having dis- 
covered. Then we switch his thinking for him. 

9) “I always check with the salesmen around our 
main office to learn what they think of a home before 
I ever show it. This may sound like a lack of con- 
fidence in my own judgement, but I have always 
found I learned something from discussing a house’s 
points with the rest of the staff. The Nichols sales 
staff knows I do this constantly as I first told them 
at a sales conference where I was invited to speak 
and discuss my sales methods. Then, after I have 
learned all about the home, I’m ready to show it to 
a prospect. But first I tell him that F Sov found a 
perfect house for him . . . and what’s more, several of 
our sales staff have said it was the outstanding buy in 
this price bracket. Immediately he thinks ‘How can 
I go wrong.’ The switch from what I think of the 
home to what 25 sales experts think of it, helps make 
the sale. 

10) “When I call prospects to show them a home. 





“Don’t spin your wheels” is a Biggerstaff maxim, so he always 
takes husband and wife together to inspect a house. Before he 
starts, he digs into every detail of his prospects’ housing needs 


I always load myself with plenty of good points about 
the house to overcome any objections they might have 
against it. The buyer might not like the rear porch. 
I mention the closeness to high school (he has two 
teen-age daughters), Lutheran Church (he’s a Lu- 
theran, I found out), and wonderful community 
shopping center. His wife may think it a too-busy 
street. I mention the three family-size bedrooms up 
stairs and the paneled recreation room in the base 
ment; the quiet, fenced-in rear yard; good trans 
portation along that very same street. Also I never 
open a phone conversation: ‘Mr. Jones are you stil] 
in the market for a home?’ That’s bad. Tell him you 
have found a beautiful home for him with what he 
needs and get enthused about it. If he’s bought. he’l! 
tell you. If not, you have a hot customer again. 

11) “I never get to that cold point where all talk 
bogs and only the contract signing is left. How many 
deals are lost here! I close most deals by knowing my 
customer well (I have spent a few hours with him 
and asked him lots of personal questions). Then | 
play up those points that are his favorite likes . . . 
and I talk. His family, his children, his need for a den. 
a quiet neighborhood, nearness to a country club 
(he shoots in the 70’s), out in the country where he 
can rent a pasture for his horse — all these make 
my closings easy for me. Soon he is reaching for 
a pen and asking if I have a contract ready. Then I 
use the short form which is quick, sure. safe, and 
painless.” 

It may be real encouraging to those timid souls io 
know that you don’t have to be an extrovert, a back 
slapper, the life of every party and a jolly good fellow 
to sell a million dollars annually in residential prop- 
erty. At any party Bill Biggerstaff is conspicuous only 
because of his size and blond wavy locks. Otherwise 
he’s the quietest man in the room. 

One of Biggerstaff's most amazing sales was ac- 
complished by a letter. It bears repeating because it 
illustrates much of what we have been writing here 
— a friendly manner, knowledge of your prospect. 
an uninhibited nature, enthusiasm, list of sales points 
and first checking it with your sales staff. 

This potential buyer was being moved to Kansas 
City from the East and had looked at several good 
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homes with Biggerstaff including one that Bill was 
convinced he should buy. The man needed two bed- 
rooms and a den, a nice neighborhood, and price was 
not a factor. The home shown, which Bill knew 
instinctively the man should buy, had three bed- 
rooms (one could be made into a den) and was in 
lovely Indian Hills subdivision. But the man turned 
it down and returned to New York. 

Biggerstaff figured he had done a bad selling job 
and chalked his loss up to a breakdown in enthusiasm 
and not giving the man enough reasons he should 
buy. Then, one day, along came a letter from the 
man requesting that Bill buy two license plates for 
his cars so he would have them when he arrived in 
town. 

Acting quickly Bill had some plans redrawn of the 
home showing exactly how the spare bedroom could 
be made into a den. He listed 17 points also why 
the home was perfect for the New Yorker. Then he 
told him how 1 had checked with the entire sales 
staff to justify his opinion and they all agreed the 





home was still the best buy on the market. 

He also pointed out in the letter that in order to 
buy the local plates the man needed a Kansas City 
address. He asked him why he didn’t buy the home — 
it still puzzled him — and a contract was enclosed 
if he would change his mind with all this new in- 
formation. 

A week later back came the signed contract and the 
deal was closed with an $1,800 commission. The man 
also got his tags. 

You could end such a modern success story right 
there. But Bill flaunts tradition in still another way. 
In a departure from -most of his real estate con- 
temporaries he bought the most expensive car he 
could find — a yellow Cadillac convertible — and 
began showing homes from $10,500 upwards. Now 
that is inviting the buyer to say: “Heck this guy’s 
getting rich offa this stuff. He’s not for me!” 

Could be. 

But Bill went on to sell his second million and is 
now driving his second Cadillac. 





SIGNBOARD 


PSYCHOLOGY 


oe see an attractive billboard 
advertising a soft drink. Colors, 
picture, and words have been 
chosen to convey the idea of cool- 
ness and refreshment. But to yon 
a sign is a sign is a sign. You barely 
glance at it. Later in the day you 
glance at it again, You glance at 
it every day, sometimes two or 
three times a day. 

Comes sultry weather and you 
stop for a bottle of pop. You're like- 
ly to ask for the brand advertised 
on this billboard we've been talk- 
ing about. You do this without any 
clear idea of why you do it. You 
don’t realize it’s because of the 
billboard. But it is. Day after day, 
that ad has been assaulting your 
subconscious with an impression 
of refreshment until that impres- 
sion is so firmly embedded there 
that when you want a cool drink 
you want that particular kind of 
pop. 

Analyzing billboards in this 
light of a cumulative subconscious 
effect, we conclude that a good 
sign should do these things: 
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1. It should be prominent 
enough: to command attention. 

2. It should make a favorable 
impression. 

3. It should carry a simple mess- 
age that can be digested at a 
glance. 

Obviously, no real estate office 
can afford to blanket highways 
with billboards as promiscuously 
as a nationwide soft drink com- 
pany. but that fact needn’t rule 
out billboard advertising for your 
firm. After all, it’s local people you 
want to attract. One billboard 
placed where a large number of 
citizens pass it day after day will 
get your message across as well as 
a dozen signs that won’t be seen 
so often. 

Pick a location that’s on a main 
street. preferably on a bus line. 
Perhaps the side of your own 
building will serve nicely. If you 
have a bare wall next to a vacant 
lot, for instance, you might as well 
put it to work. The accompanying 
photo shows how one midwestern 
realtor did this. At relatively 


INSURANCES 





small expense, the M. K. Gentry 
company of Wichita, Kansas, 
painted a brick wall with an eye 
catching sign that works for it 
seven days a week. 

The Gentry sign, in fact, is a 
pretty fair example of effective 
outdoor advertising. Colors are 
black, green, and white, with let- 
tering in black and white. The 
words can be read at considerable 
distance and quickly digested. 
Company name is prominent, A 
mere half dozen other words give 
a full picture of the services of- 
fered. A picture of a home gives 
the favorable impression we men- 
tioned earlier and invites the pass- 
erby to associate the firm name 
with the idea of home ownership. 
The person who passes this sign 
often is very likely to think of 
Gentry when he finds himself in 
need of a Realtor. 

Signs must be kept bright and 
new-looking. They should be re- 
painted once a year to assure them 
of a fresh, sharp look that will add 


to the impression you are after. 
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g There's a Sale Even though the buyer can use it for expansion, there’s 
little sales appeal to an unfinished attic. But you can 
: In the 1 tti finish it economically and make it an effective sales-puller 
I 
' 
a 
Complete insulation covered with pre-finished wall panels makes the 
extra bedroom comfortable in all seasons. Four-foot walls allow spac« 
for most furniture, camouflage abundant storage room behind them 
Angles under the eaves provide more than 
enough storage space for out-of-season clothing. 
Cabinets above wardrobe hold extra blankets 
i 
a 
a A skylight and a mirrored wall were used to Walls of the bathroom are of pre-finished, easy- 
double both the light and the visual size of to-apply plastic panels. Sales value of two 
the bath. Floor reverses stipple of the wall 


bathrooms more than offsets the extra cost 
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HE SALES manager began 

the meeting with a card trick. 
He was good at card tricks. They 
had been a hobby with him for 
years and he could make a pack 
of Bicycles do everything but help 
you into your coat. 

It was a pretty good trick. He 
took a deck out of its case. He 
spread the cards. faces up, in a 
ribbon. Then he reversed one card 
so its red back stood out among 
the faces of the other cards. He 
squared up the deck and left it 
face up on the table. 

“This is an exercise in observa- 
tion,” he said. “How many of you 
can name the card I reversed?” 

Everybody in the room could 
name it. It was the deuce of hearts. 

“Correct,” he said. He spread 
the deck again and picked up the 
deuce of hearts and put it into 
his pocket. “Now another observa- 
tion test — What is the color of 
the backs of these cards?” 

“Red,” everybody said. 

The sales manager flipped the 
cards over with a flourish. The 
back of every card was blue! 

The effect was startling. Every- 
body thought he must have switch- 
ed decks, but nobody could see 
when he could possibly have done 
it. Then he did something he didn’t 
usually do. He explained how he 
did the trick. 

Only the top card of the deck 
had been red — the deuce of 
hearts. This, plus the fact that he 
had taken the cards from a red 
case, gave the impression that 
the whole deck was red. But when 
he put that one red card into his 
pocket, the deck was entirely blue. 

“There’s a moral to that trick,” 
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SELL IT SUBTLY 


Associate Editor 


to by himself 


the sales manager said. “I had 
you sold on the idea that blue was 
red. That was a deception and, as 
we all know, there’s no place for 
deceptions in the real estate busi- 
ness. But if I could sell every man 
in this room a completely false 
idea, it ought to be easy to use the 
same principle to sell a true idea. 

“Let's examine that principle. 
It's a very simple thing but it 
isn’t apparent at first glance. Es- 
sentially, it’s this: 1 led you to a 
conclusion without your being a- 
ware that you were led. If you'd 
realized that I was trying to con- 
vince you that the deck was red, 
you'd have built up a sales re- 
sistance. If I had said as I took 
the cards out of the case, “This is a 
red deck,’ you'd have immediately 
become suspicious. The more I 
had insisted it was a red deck, 
the more doubtful you would have 
become. 

“But I didn’t mention color at 
all. I talked about other things 
— about testing your powers of 
observation. Because the color of 
the cards seemed to have no im- 
portance for me, because I didn’t 
seem to be selling you the idea of 
a red deck. you accepted that idea 
without question, I sold every 
man in this room.” 


Let Him Sell Himself! 


The sales manager went on to 
apply the principle to the sale of 
real estate. He stressed the fact 
that he was not introducing a 
startling new sales technique or 
trying to revolutionize the philoso- 
phy of salesmanship. He was 
merely trying to bring to the sur- 
face and analyze one of those 


By WILLIAM O. TURNER 


The “Card-trick” approach to selling is a flank attack on an 
old villian — sales resistance. It's based on the psychological 


truth that a prospect is uncritical of conclusions he comes 


things a good salesman knows in 
stinctively but doesn’t always put 
to the most profitable use b 
cause he can’t bring it out in thy 
open and define it. 

The idea has been presented 
from a somewhat different angle 
under the label “Let the prospect 
sell himself.” That approach has 
its measure of value but it’s pret 
ty vague. If taken literally, i: 
would reduce the salesman to th 
status of a mere guide; real estale 
companies could send prospects 
out under the care of any tongue 
tied teen-ager looking for a change 
from baby-sitting. 

The “card-trick” approach ful 
ly recognizes the need for pro 
fessional salesmen — in fact, 1t 
calls for subtlety that only an 
experienced salesman can grasp 
Reduced to a precept, it amounts 
to this: Lead your customer |) 
conclusions that will sell him a 
property, but make it seem as if 
he reaches these in his own mind 
without being led. Do that and 
you'll eliminate the element of 
sales resistance —- people don't 
resist their own conclusions. 

How do you go about this bus! 
ness of leading a prospect to con 
clusions without his knowing it’ 
For one thing. let him discover 
good points about a property for 
bimeelf. For example, you have 
a house whose owner has set a 
plenty high price. On the othe: 
hand, it has two especially strong 
selling points: 1) an unusually 
large and lovely fireplace; 2) a 
fully equipped home workshop 
that the owner will let go. 

Now everybody likes a fireplace 
and every husband in the world 
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dyvams about having a workshop. 
A, you drive a couple out to see 
the place, you'll be tempted to 
talk up these two things. Don’t do 
it Don’t even mention them. 
There’s really no need to talk 
about the house at all; but if you 
feel you must, talk about things 
ihat the couple isn’t likely to 
immediately discover for them- 
selves — construction, transporta- 
tion, location. Make your poinis 
carefully and honestly but aim 
your talk away from the things 
that you think are really going 
to sell that house. 

If you give that fireplace and 
workshop your best preliminary 
build-up, your prospects are going 
to listen luke-warmly, suspicious 
ly. Subconsciously, they’re going 
to prepare themselves to disagree 
with you. And, again subconscious- 
ly, they’re going to begin to dis- 
count the importance of a fire- 
place and workshop. 

If they discover these two fea- 
tures for themselves, they're going 
to be delighted — and uncritical. 
They're going to get into a mood 
to discover other happy surprises 

in the kitchen, the bedrooms. 
the baths. Once in that mood —- 
as you know from experience - 
they'll drool over a lot of things 
that you never thought of as 
particularly delightful. 

Incidentally, when the big fea 


No, Mr. Kahn! 


(Continued from page 20) 


communism is to enable more 
people to become capitalists. I 
believe the best defense of the 
legitimate right of property owners 
it to expand the number of prop- 
erty owners. Mr. Kahn dreams of 
an Organization of apartment 
house owners and tenants. The 
presumed objective of such an 
organization would be mutual leg- 
islative interests. He will discover 
little mutuality in legislative in- 
terest between landlords and ten- 
ants. The natural interest of ten- 
ants is lower rents and more 
services, objectives which land- 
lords are not likely to be anxious 
to pay dues to promote. 

The great organizational effort 
yet to be undertaken is the uni- 
lication of all property owners — 
commercial, apartment, and home 
owners. This has been a concern 
of NAREB for many years, especi- 


tures have been discovered, don’t 
upset the apple cart by acting as 
if you'd planned a surprise party. 
Continue to play down fireplace 
and workshop. Stress less spectac- 
ular features. When you show the 
workshop, don’t make a big point 
of the value of all the equipment 
there. Let the man of the house 
figure that out for himself too. 
When he admires the layout, say 
very casually, “Yes — you get all 
this equipment, too.” And then 
give your attention to something 
else. Anything more you say about 
that shop might work against it. 


Variety of Applications 

As examples are likely to be, 
that one’s pretty pat. It presents 
an over-simplified case for the 
“card-trick” approach, but we 
hope it at least makes its points 
clearly. You'll have to give this 
matter of “indirect” selling a lot 
of thought before you can 
thoroughly incorporate it into your 
technique. It can apply in a lot 
of different ways. 

Suppose you’re showing a house 
that’s only two blocks away from 
a school. You're showing it to a 
couple that has school-age young 
sters. Make it a point to drive by 
the school on the way to the house. 
Make sure your prospects see the 
school. But don’t say, ““The school 
is only two blocks from the house.” 


ally since the government has de- 
veloped such a sensitivity to pres 
sure groups. Two specific at- 
tempts have been made. They 
have been without success. One 
cause of the failure has been the 
general indifference of investment 
property owners. Such an organi- 
zation needs the numerical! 
strength of aroused individual 
home owners, Investors in farm 
lands have enjoyed the benefits 
which the pressure strength of 
farm groups have gained in legis- 
lative benefits. There is a com 
munity of interest in the part of 
all property owners against tax 
discrimination, unfair regulations, 
city codes, zoning changes, etc. 
The greatest threat to all private 
property ownership is public own- 
ership of rental housing which 
should excite Mr. Kahn’s real con- 
cern rather than his fear of indi- 
vidual home ownership. If private 
rental housing is setbetved from 
gradual absorption by govern- 
ment, it will likely be by the ef- 
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That would be equivalent to an 
nouncing, “This is a red deck.” 
Drive directly to the house and 
let the couple observe the shor! 
distance for themselves. They |! 
be much more pleased if they seem 
to make this simple discovery. 
Treat shopping districts, bus lines. 
other conveniences the same way. 

If there is an advantageous as 
pect to the financial arrangements, 
you won't have to draw the 
average person a picture. Suppose 
you know that the monthly pay 
ments on a house are considerably 
less than a prospect has been pay 
ing in rent. You won't have to 
drum home the point. Be sure that 
he has all the figures, answer all 
his questions, but let him figure 
out the advantage for himself. 

The principle works in reverse. 
too. If a house has a bad feature. 
don’t wait for the prospect to dis 
cover it. Don’t present it as worse 
than it is, but don’t play it down 
a bit. Your customer will feel that 
you're being fair with him. He 
won't over-emphasize that bad fea 
ture. Let him discover for himself 
and you'll have to peel him off 
the ceiling. 

Americans are the greatest buy 
ers in the world, but they don’t 
like to be sold. They want to sell 
themselves. The wise salesman 
let’s them do this at least. he 
lets them think they do. 


fectiveness of the numerous smal] 
property owners who also are in 
jured by the special favors which 
public housing enjoys and who see 
in its expansion a threat to then 
own property. All I have is in 
vested in income real estate. Be 
cause of that, I wish to see as 
many people as possible own 
property. As the attacks against 
property mount, I want us prop 
erty owners to be a numerous 
group. 

Little Gill next door is in kin 
dergarten. This has been a great 
day for him. He’s learned the 
trick of placing a tin can over 
his firecrackers. That's what the 
Fourth of July means to him 
firecrackers, ice cream, and Daddy 
home from work. It should mean 
more to those of us who have the 
responsibility of citizenship. To 
me it’s a reminder that Freedom 
was never won by a tenant na 
tion, and that the preservation of 
human rights and property rights 
are dependent one upon the other. 
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Typical Greenfield brochure has quality appearance. 


d \ ; : ‘ = Printed in three colors, this one has a rendering of 
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Albert M. Greenfield & Company handles some of the choicest com- 
mercial and residential property in Philadelphia. To attract choice 
buyers and tenants, it prepares sumptuous brochures for each 
property, runs institutional ads daily in local newspapers, and 
publishes a 16-page real estate bulletin. Brochures are sent to good 


prospects and to those people answering ads on specific properties 





ization at 


= Secure the many 
odded benefits of 
acomplete organ- 


ROFESSIONALLY prepared 

brochures, house organs, and 
newspaper advertising have prov 
ed outstandingly efficient in mov- 
ing commercial property and large 
estates for Albert M. Greenfield & 
Company, Philadelphia realtors. 
Greenfield ads are elaborate and 


expensive, and of a dignity and 
beauty that arouse the admiration 
and interest of everyone. 

The backbone of the Greenfield 
ad program is a 16-page Real Es- 
tate Bulletin, which is mailed regu- 
larly to executives all over the 
country. This attractive paper fea- 


the property framed on the front cover. The printed 
frame is embossed to give the appearance of a genuine 
picture frame. The inside spread points out advantages 
of location, and, with a clever flap arrangement, shows 
street floor and basement floor plans. The street floor 
plan is printed on the flap which is superimposed over 
the basement floor plan. Thus, one can see at a glance 
the relationship between the two levels. The back 
cover is imprinted with a map to show the location 


Disccitsitan 


deLuxe 


tures news of recent sales, stories on 
the development of urban areas, 
and individual items about current 
ly listed commercial and residen- 
tial property. Articles are written 
in a highly readable way; head 
lines are interest-catching, and 
illustrations are used generously. 

Of the firm’s: newspaper adver- 
tising, Henry Haas, Greenfield's 
advertising director, says, “The 
purposes of our institutional news 
paper advertising are manifold.” 
He lists these purposes as follows: 
1) To tell the size and scope of the 
Greenfield organization and serv 
ices. 2) To obtain new listings. 3) 
To create a bond of friendship 
with attorneys and fiduciary insti 
tutions (the Bulletin is also a great 


Newspaper ads are small, yet cleverly designed to draw reader attention. Note that each carries a central thought, but each is 


somewhat different. Also, make-up differs, but the familiar Greenfield insignia at bottom of the advertisements remains the same 
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aid in this respect). 4) To attract 
a wider list of industrial and com 
mercial clients. 5) To promote the 
sale or rental of currently listed 
properties. 6) To offer the services 
of the insurance department and 
other departments. 7) To keep up 
the moral of the internal organiza 
tion. 8) To build goodwill. 
Newspaper advertising consists 
mostly of simple, eye-catching ads 
inviting listings, and brief, digni- 
fied announcements of the firm’s 
appointment as agents for specific 
properties. Ads are to-the-point. 
well-written, and invite contact 
with the firm. Those offering a 
specific property offer an illustrat 
ed brochure to interested parties. 
But it’s the company’s brochures 
that are its masterpieces. These are 
usually of large format and are 
superbly printed and illustrated. 
Generally done in two colors, they 
feature excellent photographs. 


maps, floor plans. Their layout is 
always striking. Copy is brief and 
simple, giving pertinent facts and 
an over-all picture of the property. 

Take for example the Greenfield 
booklet on the former Penn Ath 
letic Club building. Pages are 
10% x 13% inches. Cover is a 
heavy, calendered paper. The cov 
er picture is an imposing one of 
the building offered. Cover copy 
attempts to do nothing more than 
give the name and location of the 
building. “On Philadelphia’s re 
nowned Rittenhouse Square.” it 
announces. And then, at the bot 
tom of the page. “Former PENN 
ATHLETIC CLUB Building.” 
Page 2 gives another excellent 
view of the structure and tells us it 
contains 14 stories with basement 
and sub-basement. Pages 4 and 5 
contain a brief description of site 
and building, printed in very large 
type. and another picture. Follow 


ing pages set forth specifications 

in large type and interspersed 
with illustrations. The two center 
pages hold a map of downtown 
Philadelphia, highlighting advan 
tages of the Rittenhouse Square 
location. The rest of the book 1s de 
voted to architect's drawings, show 
ing plans of every one of the 14 
floors as well as of basement, sub 
basement. and roof. Each of these 
last pages also includes a photo 
graph of the most attractive room 

That's just one example of 
Greenfield advertising, selected at 
random from a dozen just as elab 
orate. All are large in size. excel 
lent in layout and typography. 
make liberal use of photographs. 
and have professionally written 
copy. The reproductions here are 
necessarily much reduced in size. 
but they will give you some idea 
of the prestige. beauty, and selling 
ability of Greenfield’s advertising 





Pricing It Right 


By CLEM W. VAIL 
Realtor 
Oakland, California 


Getting a listing at the right price is easier said than done, especial- 
ly when the owner is suspicious and is selling a home for the first 
time. Setting the right price with this type of owner demands all the 
tact and resourcefulness that your experienced salesmen can muster 


AVE you ever stopped to de 

fine the various psychological 
stages many owners go through 
when they put their homes on the 
market? 

First, before they list the prop- 
erty they are in a cautious, even 
suspicious. frame of mind. They 
suspect that unless they are very. 
very careful, some real estate man 
will talk them into listing too-low. 

Second, after the home is listed. 
their attitude is entirely different. 
This is a period of ecstatic opti- 
mism. They are overwhelmed by 
the initial flurry of activity as we 
go through our prospect lists and 
show “the newest thing on the 
market.” They even have an offer 
— which, of course, they turn 
down contemptuously. 

Third, when all the logical buy 
ers on our lists have been shown 
the house and activity begins to 
dwindle, the owners are surprised 
and disappointed. 

Fourth, real doubt sets in. Per 
haps, they say mournfully, the 
house isn’t going to sell quite as 
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fast as they thought it would. 

Fifth, theyre not getting any 
showings now and they call you 
up and Jet you know it. This is the 
stage of resentment. They want to 
know why there’s no ad in the pa 
per. And they begin to tell people 
that failure to sell is all your fault 

you let them price it too high! 
(At least. some of them go that 
far.) 

Sixth, they are in a state of ex 
asperation. They may announce 
that the house is on the open mar- 
ket or that they are going to try 
to sell it themselves. They wish 
they could have another chance 
at that offer so blithely rejected at 
the beginning. 

It doesn’t always happen exact 
ly in those six stages, of course; 
but I think vou'll agree that the 
analysis is pretty typical of a cer 
tain kind of seller. You can’t blame 
them either — they are offering 
their most valuable possession for 
sale and the experience is a new 
one to them. They are lost in a 
labyrinth of confusion and doubt. 
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You are the guide who can lead 
them safely out of that labyrinth 
into the sunshine, if you go about 
it right. More exactly, if you start 
out on the right foot when you 
first take the listing, you can keep 
them from ever getting into that 
maze of indecision and doubt. 

First of all. tell the owners you'll 
list the house at their most opti 
mistic figure. This will convince 
them that you're on their side and 
they are not nearly so likely to 
shoot the moon as they would be 
if they thought you were trying 
to hold them down as much as 
possible. You won't be bucking 
that suspicious attitude any more 

Still, the figure is likely to be 
high. So tell them at once that you 
don’t think .they have much chance 
of getting such a price. Tell them 
that it’s impossible for them to be 
objective in setting a price. And, 
because you're vitally interested, 
you aren't sure you can be objec 
tive either. If you live in a com 
munity where realtors practice the 
co-operative method of price set 
ting, here is your chance to sell 
the owners the idea of bringing in 
outsiders to set the figure. If you 
don’t live in such a community. 
offer to have other members of 
your firm look the place over and 
name what they think is a fair 
price. Get 15 or 20 opinions and 
average them. Most sellers will 
see this as the valuable guide that 
it is and that you are rendering 
them an important service. 
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ASIS FOR GAIN OR Loss ON 

Mortcacep Reaury was the 
question recently before the Cir- 
cuit Court of Appeals on these gen- 
eral facts — 

Taxpayer and wife formed a 
family corporation, each transfer- 
ring certain property to it in re- 
turn for one half of its capital 
stock. One property transferred 
by wife was fs ride to $400,000 
mortgage, taxpayers not on the 
bond. The swap of property for 
stock was a tax free exchange and 


quisition, borrowings became 
charges solely upon the property 
itself, without personal liability 
for repayment, there was a _per- 
sonal taxable gain to the extent 
that the mortgage indebtedness 
exceeded the adjusted basis of the 
property. It was further argued 
that the basis was increased by the 
amount of such taxable gain, and 
that this increased basis carried 
over unto the corporation. 

Court did not agree. The afore- 
mentioned transaction in which 





Tax Facts 


By Bert V. Tornborgh, CPA 








basis for property in hands of the 
corporation was same as in the 
hands of wife-transferror. 

On final disposition in fore 
closure sale principle of the mort- 
gage stood at $381,000. and tax- 
payers conceded in principle that 
ihe extent to which the mortgage 
exceeded its adjusted basis was 
taxable income even though there 
was no personal liability in con- 
nection with the mortgage. This 
brief chronology of events gave 
rise to the mortgage that was 
foreclosed: 

In 1922\property was bought for 
$296,400, of which $101,400 was 
cash paid, title being taken sub- 
ject to a first mortgage of $120,000, 
and purchase money bond and 
second mortgage for $75,000. The 
first mortgage had been paid down 
to $112,500 at the time both 
mortgages were assigned to a new 
mortgagee from whom the sum 
of $137,500 was then borrowed in 
return for a new consolidated 
mortgage of $325,000, wife-tax 
payer personally liable. A few 
years later the mortgage again 
changed hands and an additional 
$75,000 was borrowed, on execu- 
tion of a second consolidated 
mortgage for $400,000, this being 
done via a “dummy” so that no 
personal liability went with this 
final bond and mortgage. 

Now the contention of the tax- 
payer was this: when, after ac- 
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taxpayer got off the bond via use 
of a dummy was not a disposition 
or other “closed transaction” 
which would have given rise to 
a taxable event and it was only 
now, at foreclosure, that taxable 
gain or loss should be measured. 
In so doing the several cash bor- 
rowings after original acquisition 
of the property did not affect the 
basis for computing gain or loss. 


Wauere DepreciaB_e Property 
is disposed of before the end of 
the tax year, depreciation can, 
of course, only be claimed up to 
time of sale, not after that dons. 
Tax court recently had occasion 
to rule on that question. 


INSTALLMENT Basis REPORTING 
is something that is permissible 
only under certain circumstances. 
Recently the treasury ruled (G.- 
C.M. 27169) on question whether 
taxpayers who engaged in sale of 
complete factory-built houses 
could properly report on the in- 
stallment basis and, similarly, if 
the sale was of a “shell” or semi- 
finished house constructed on land 
owned by the buyers. 

In the case of the factory-built 
houses it was proposed to make 
sales at a fixed contract price, 
plus transportation costs to the 
buyer’s site, for cash or part cash 
with balance evidenced by note 
secured by a mortgage. The on- 
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site construction of “shells” was 
done on like terms. 

It was the treasury’s opinion 
that the installment plan sale of 
factory-built units constituted deal- 
ership in personal property and 
that reporting on the installment 
basis was all right. However, as 
to the on-site construction of the 
shells, said the opinion, the tax- 
payer necessarily acted as a build- 
ing contractor, not as a dealer 
in personal property, and the sales 
did not constitute dispositions of 
real property within the meaning 
of the law. 


FARMERS AND GENTLEMAN 
Farmers, Beware! It has long 
been the custom to permit farmers 
to take current expense deduc- 
tions for cost of raising live stock 
held for draft, breeding, or dairy 
purposes and, latterly, sales of 
such livestock have been given 
capital-gains treatment. The Sec- 
retary of the Treasury has now 
written to the chairman of the 
Senate Finance Committee allow- 
ing as how he views this as dis- 
sipation of revenue and not equit- 
able as to other taxpayers. And 
this in an election year! 

Clearly, if the sales were re- 
garded as ordinary income — as 
they were for many years — it 
did not make any substantial dif 
ference that the costs had already 
been written off. The base was 
merely zero in the year of sale. 
i.e. all of the proceeds of sale repre- 
sented taxable income, there be- 
ing no cost to apply against the 
sale. But some years ago the 
treasury ruled in favor of capital- 
gains treatment of sales in certain 
circumstances, which circ um- 
stances were promptly broadened 
by a series of court decisions, and 
this was finally adopted more or 
less outright in the Revenue Act 
of 1951. The Secretary gives an 
example of how it works out — 
(a) Cost of raising dairy animal to 

maturity, on cash basis charged 


off against taxable income .. .$100 
(b) Proceeds of sale .......... 150 


ower PrOne 1... 4k... Oy 


“Tax-profit” (because $100 
cost was offset against other 


taxable income) .......... 150 
(c) Taxable on capital-gain basis, 
> EER ye sea eran 75 


The gist of the foregoing ex- 
ample is that $75 is accounted for 
as taxable income, which is $25 
less than the $100 deduction al- 
ready claimed against taxable in- 
come. A pretty good deal, any 
way you look at it, and the treas- 
ury now wants to put a stop to it. 
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The Journal Reports 


(Continued from page 14) 


lifting of X would help sales of lower priced houses. 
They are Garrett and Worthman. Garrett is build- 
ing 75 houses in the price range of $9,000 to $10,000, 
and Worthman is building 50 homes in a much 
higher bracket — $17.000 to $50,000. 

B. A. Martin, who is building 30° homes in the 
$16,000 to $35,000 range, sums it up with, “The 
existence of Regulation X is the chief cause of the 
depression in buying now waiting for X io be 
lifted. Its removal will result in normal business.” 


Building Costs 
_In June they hit all-time high 


Construction costs are soaring to new heights. 
The Boeckh construction cost index, which uses ihe 
period of 1926-1929 as the 100 base, shows that the 
June average for frame residences is up 2.4 points 
from the May average, 6.5 points from the 1951 
average, and 144.9 points from the 1940 average. 

Brick residences have increased even more. The 
June average is up 2.5 points from the preceding 
month, 7.6 points from 1951, and 145.1 from 1940. 
The June index for frame residences is 249.8 and 
for brick residences, 252.5. In plain language this 
means that construction costs today are two and one- 
half times those of just before World War II. 

Areas which have an increase of more than 9 
points from the 1951 average to the June average 
are Buffalo, Cleveland, Chicago, Cincinnati, Colum- 
bus. New Haven, Philadelphia, and Seattle. Buffalo 
shows the greatest increase with 11.7 points. It’s in- 
teresting to note that while Seattle has an increase 
of 9.7 points, Spokane’s increase is only 0.2 points, 
the lowest increase of all 20 pricing areas studied. 

Costs seem to be leveling off in the New York and 
the Newark-Elizabeth-Jersey City areas, although 
the cost index in those two areas are the highest in 


the nation — 274.0 and 274.4 respectively. The in- 
creases from 1951 to June 1952 are 2.7 and 2.1 re- 
spectively. 


Southern cities are enjoying both low point in- 
creases and low cost indexes. Dallas. Jackson, Mem- 
phis, Jacksonville, and Miami are among these. 
Denver has an increase of only 1.9 points and 
Rochester only 2.8 points. Yet Rochester’s neighbor- 
ing area. Buffalo, chalked up the highest increase of 
all areas studied, 11.7 points. 


Housing Act of 1952 
. President's okay starts issuance of 
advance commitments 


The President's okay of the Housing Act of 1952 
has started the issuing of advance commitments by 
FNMA to buy VA and FHA backed mortgages for 
military, defense and disaster housing. Over-the- 
counter purchase of such mortgages is also resuming. 

The new housing act increased Fannie May's 
purchasing authority by $900 million and brought 
about the following changes: 1) Lenders are no 
longer restricted to otering for sale FNMA only 
50% of such mortgages; 2) The seller, to obtain an 
advance commitment. bat hold a VA certificate 
of reasonable value or an FHA insurance commit- 
ment; 3) It is no longer necessary for holders of 
such mortgages to wait for two months before 
selling them to FNMA. 








Advertising 
. Everybody talks about the weather 


New Kansas city weather beacon, first in the area, 
is this 78-foot stainless steel tower with a lighted 
beacon at top and 21 bands of light running from 
top to bottom, which shows residents within miles 
“forecasts” 24 hours in advance. Rising 200 feet 
from the pavement, atop the Business Men’s As 
surance Company across from the Union Station. 
the weather beacon has 1.114 bulbs of which 720 
are located in the translucent plastic beacon. The 
BMA beacon is run from a control panel at the 
switchboard to flash its green, fair; orange, cloudy; 
flashing orange. rain; flashing white. snow; colors 
The concentric rings of light run upwards along the 
shaft to indicate warmer weather and downwards 
to show a cooler drop is promised. Although colors 
are controlled manually on direct advice from the 
weather bureau, the beacon is set with photo electric 
relays to come on automatically when darkness en 
velops the tower. The BMA makes real estate mort 
gage loans in many sections of the country through 
its mortgage loan correspondents in various cities 


Interest Rates 
. Costa cites reasons for increase 


Journal editors asked Aubrey M. Costa, president 
of the Mortgage Bankers Association, to state his 
views on increasing home mortgage rates. Costa be 
lieves these rates should be increased one-fourth ol! 
one percent and gives some persuasive reasons for it 

Calling home building the largest new industry 
developed since World War II, Costa points out that 
this huge new program needs long-term credit that 
is said to exceed all corporation, state. and municipal! 
bond issues combined. 

“The high rate of savings during the past few 
years has been insufficient to provide all the long 
term credit needed by our economy,” Costa says. 
“Funds for long-term mortgages must compete with 
bonds and other types of investments in the open 
market. During the past year or so, the 4% G! 
loans and the 414% FHA loans have not provided 
a high enough net return in many parts of the coun 
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try to encourage investors to buy them .. . For an 
interest rate to be effective. the closed mortgage 
should readily sell at par to a permanent investor; 
and since 4% GI mortgages are presently selling 
below par in many areas, I do not believe the rate is 
an effective one. 


“An increase of one-fourth per cent on an $8,000 
25-year mortgage would raise a veteran’s monthly 
payments only $1.12 — or slightly more than $13 a 
year. It is a reasonably small amount to be absorbed. 


“The entire money market has moved to a higher 
interest-rate level in the past year — with the ex- 
ception of GI and FHA loans, both of which continue 
rigidly frozen. The federal agencies, without new 
legislation, have it within their power to bring these 
rates in line with the general investment market 
If they refuse, it will mean a clamor for more direct 
government lending — which would be inflationary 
and a further strain on the already excessively 
burdened Federal budget. 


“The Mortgage Bankers Association of America 
has felt no further funds should be provided for the 
Federal National Mortgage Association until FHA 
and VA have allowed interest rates to be increased 
to see whether private capital would take care of the 
needs. It is believed the slight rate increase would 


bring an ample supply of funds into the market, and 
certainly one cannot be critical of the reiuctance 
of large insurance companies, savings banks, nation- 
al banks or other investors to buy the low-rate 
mortgages when other investment media of equal 
quality continues to be offered at higher net returns.” 


Real Estate Trends 


(Continued from page 23) 


has shown that tenants often rush into newer build- 
ings and older and less competitive buildings are 
rapidly depopulated. 

Another circumstance that deserves serious con 
sideration is the tendency of many large firms, par 
ticularly in the East, to shift as much of their office 
personnel as practical to non-metropolitan locations 
and use city space only for top executives and sales 
personnel. Many objections to decentralized office- 
locations have proved to be more the result of a con 
servative attitude on the part of lenders and builders 
than the reflection of genuine economic needs. 

On the whole the picture still looks bright. There 
are still plenty of opportunities for judicious in 
vestment of money, skill and labor in real estate. 
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By GEORGE F. ANDERSON 


F you take title in an “assumed” 

name the deed and the title are 
good. If you take title in a “ficti- 
tious” name, the deed is void and 
no title is conveyed. 

What is the difference between 
an “assumed” name and a “ficti- 
tious” name? 

If I buy a property and “think” 
that for the purpose of taking this 
title I'll call myself T. C. Mits (1 
always did like that name), any- 
way, and besides that I don’t want 
the minister to know I own a build- 
ing because if he knows he'll ex- 
pect me to drop more in the collec- 
tion box, that would be an “as- 
sumed” name and would give me 
good title and I could convey ei- 
ther by my right name or by my 
assumed name. 

But if I don’t “think” at all but 
simply take the title in T. C. Mits 
that would be a “fictitious” name. 

So you see the distinction rests 
in “thinking” and thinking is an 
elusive thing. As one famous judge 
said, “Even the devil does not 
know what the thought of man is.” 
Where I read this “devil” was 
capitalized but I’m not going to 
honor him by capitalizing his 
name. Furthermore the judge’s 
statement is not always true. In 
many cases it is the devil who has 
put the thought there and he cer 
tainly knows what it is. But the 
point I am making is, if you are 
trylug any shenanigans don’t rely 
on your friend as a witness. 


HE deed of a grantor who has 

been adjudged insane is void. 
A person may be adjudged insane 
for the purpose of protecting his 
person or his estate. The case of 
Finch vs. Goldstein, 245 N.Y. 300, 
draws a subtle distinction between 
the two procedures. It holds that 
an adjudication for the purpose of 
protecting the person is not the 
kind of an iialicabinis that makes 
a deed void. The deed of such a 
person is merely voidable at the 
option of the insane person or his 
representative. While this case is 
decided under the Code of New 
York, this Code is more or less 
declaratory of the common law. 
and it may prove valuable to you 
sometime. 


HE owner of a vacant corner 

applied for a construction loan. 
It was discussed by the loan com- 
mittee. The manager of the de- 
partment said “It’s a little top- 
heavy but it’s a valuable corner 
and if we get our trust deed of 
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What is the difference between an “assumed” and a ‘‘fictitious’’ 
name when used in deeds? Is a grantor’s deed void if he has been 
adjudged insane? Does a mechanic's lien attach as of the date a 
contract for work is entered into? Here is timely legal advice 


record before the work starts we'll 
take 100% priority insofar as the 
lot is concerned, and if the loan is 
a little short of finishing the build 
ing we'll still be on the safe side.” 

“All in favor of making the loan 
say ‘Aye’.” 

“Unanimous.” 

The shortage was more than an- 
ticipated. It usually is. Mechan- 
ics liens were filed and the loan 


committee learned something they 
didn’t know before. 

A mechanics lien attaches, not 
as of the date the work is complet 
ed, not as of the date the work is 
begun, but as of the date the con 
tract for the work is entered into 
And in this case the contract had 
been made before the loan was 
made. 

Yes, it’s a “secret” lien 
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Bilt-Well Convertible Panel Doors 

Carr, Adams & Collier Co., manufacturers of the 
Bilt-Well line of woodwork, are offering flush and 
conventional __ doors that can be converted into 
modern raised panel models. A kit of mitered mold- 
ing is supplied with each door. The molding can be 
applied to either or both sides in a few moments, say 
the manufacturers. The flush, three-light models are 
birch, and the three-panel conventional doors are 
Ponderosa pine. 


NuTone Non-Electric Door Chime 

A two-note non-electric door chime with a solid 
brass nameplate has been developed by NuTone, Inc. 
The nameplate mounts on the outside of the door and 
has a brass turn knob which operates the chime. The 
chime itself is mounted on the inside of the door and 
can be installed in a few minutes on wood, metal, or 
screen doors, the manufacturers say. NuTone has also 
added 10 other models to its chime line. 


New Model York Radiaire Heating System 
York-Shipley, Inc., York, Pennsylvania, has put 
on the paves a new type of forced warm air heat 
system said to combine the best features of radiant 
and forced warm air perimeter heating. Elements of 
the system are wide Radiaire distributors, which are 
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placed in or in front of the baseboard, small ducts, 
and a York-Heat winter air conditioner, either oil or 

as fired. Standard blower speeds are used. Width of 
distributors are three, four, and five feet, and can be 
combined to cover wider wall areas. 


Burglar-Proof Window Locks 


A new lock which can not be opened or “jimmied” 
with existing burglar tools is being manufactured by 
the Safety-Set Window Lock Company of Los Ange- 
les. Two slim, heat-treated steel inserts are supplied 
for each window Once in place, both halves of win- 
dows may be locked closed or five inches open. Instal- 
lation requires less than three minutes with a hand 
drill, according to the manufacturers. 


New Crosley Dishwasher Models 


A new automatic dishwasher incorporating new 
design principles has been announced by the Crosley 
Division, Avco Manufacturing Corporation, Cincin- 
nati. The new model features a savckiiie upper rack, 
vinyl-covered, which turns slowly with the action of 
sprays of hot water in the wash and rinse cycles to 
assure proper cleaning. 


New Textured Wall Covering 

Four new designs, brick, fieldstone, etched wood, 
and wicker weave, have been added to the new Link- 
rusta collection of permanent tri-dimensional wall 
coverings being distributed by Wall Trends, Inc., 
New York. Imported from Europe, the Linkrusta cov- 
erings are true-textures, not printed ones. Linkrusta 
is hung from rolls on practically any smooth surface. 
In aging it is said to become a structural part of the 
wall. 


Flameproof Protective Roof Coatings 

Flameproof protective coatings for convenient ap- 
plication are being produced by the Grems Manufac- 
turing Company of Klamath Falls, Oregon. The self- 
extinguishing coverings are said to be suitable for 
composition roofs of all types, metal, masonry, and 
concrete waterproofing, textile coating, and as vapor 
moisture barriers on wallboards and similar porous 
surfaces. 


Hole-A-Minute Post-Hole Digger 

A digger which operates electrically from a half- 
inch or larger drill has been devised by Contractor 
Eugene Freeman of Van Nuys, California. Freeman 
claims it will dig a post hole a minute in hard or 
soft soil. 


Photo-copies In Less Than a Minute 

Photo-copies of office records can be made in less 
than a minute, according to Remington Rand Inc. 
of New York with its new Copyfix equipment. The 
machine handles originals up to 14 inches wide and 
of any length. Requiring little space, the machine 
needs no darkroom and will operate from standard 
electric outlets. 


_ Random-Pattern Acoustical Tile 


A sound-absorbing tile with scatter perforations of 
varied sizes is being manufactured by The Celotex 
Corporation, Chicago. The makers say the new de- 
sign is a refreshing departure from conventional per- 
forations. The linen-textured surface is tough and 
washable, and may be repainted repeatedly without 
impairing acoustical qualities. 
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| 
; | 
| “He | a perfect 
4 ' 
; AM YOUR HOME, product of nature sod man snd ma 
% chines .. thousands of skills at their best two make living easier ow 
: for you. G1 am the symbol of man’s progress from the days of } 
the cave. 1 lighten your tasks. I make strung your spirit. I make | ol or 
% secure your future. I make enjoyable your lewure hours C1 heey | ‘ag 
Y vou safe from the clements. | shut out the cold and the snow 
3 the wind and the rain. | make you warm or cool. I bring you be 
‘: and colar and light. | Greme for you the everchanging magic of wees and | 
& flowers and shy. No king of ages past possessed as much. @ am built | ~ 
5 to endure. I can cradle your young at birth, shape thew character at | me uyers 
youth, comfort them in their maturity, shelter them in their sunset } 
years. €1 am your companion, your friend, your host, your ar 
your bodyguard, your bondsman. I am your proudest possession -— 
will grow nearer and dearer to you through the years. [will be loved } 
Lecause of the storms I have helped you weather, the hexhts | have | 
helped you climb, the tears I have dried, the joys I have 
labors and the spark of your i ark against ty 
1 am yours—your stake se America. a netic free J great | 
men and women who —like vou | 
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| home prospects 
b ovecee pao da Sean's e =e 6 ° es t 
Ww “I Am Your Home” first appeared in the Journal in January, 1950, 
it was hailed as one of the finest tributes to home ever written. Since that 
time it has warmed the hearts of millions, serving as a stirring declaration of 
what home really means to our American way of life. 
¢ Authored by the Journal's editorial director, Ralph H. Clements, “I Am Your 
Home” speaks in glowing prose of the values of home and home ownership. 


Thousands of requests from real estate and home building organizations have 


is 
‘*® 
; poured into the Journal office for copies of this creed for distribution to home ) 
buyers and prospects. In answer to these requests, handsome two-color repro . 
g ductions of “I Am Your Home” have been prepared to make it an unusual, 
: effective, lasting mailing piece to send to prospective home buyers. And copies : 





of the creed have been produced on parchment-like stock suitable for framing, 


ee 02 


making it an ideal, thoughtful gift for home buyers. You can have copies of 


“I Am Your Home” to send to your clients at the following prices: 





MaltLinc Copies FRAMING Copltes FOURNIER : 
10 copies $ .60 10 copies $2.00 National Real Estate and Building Journal | 
os ae —- | Gas Repais lowe | 
1 ae dee 1 aa Ross ; Please send me copies of “I Am 
. sca ’ : | Horn agonal for mailing, framing purposes 
| (circle one). 
= - 7 | Remittance of is enclosed. | 
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ves less sales effort—lower cost, faster 3¢ 
turnover, less invested capital, no 

material chasing with Ford Factory 2 
Built Homes. Write today for free }% 
; catalog and dealer application or }; 
plan a visit to our plant. 


Manufacturing franchise also available. *: 


FORD HOMES 
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In our free economy, it's pretty hard to sell the public something 
it doesn’t want or doesn’t need. But this fact doesn’t daunt the 
public housers. Repeatedly, they have seen that the public doesn’t 
want their product, and in Newark, New Jersey, they are also 
being shown that the public doesn’t need it. In Newark. there are 
so few people with incomes under the minimum requirement of 
$3,000 that the public housers can’t find enough families to fill 
their units. Yet they are going ahead with 1,360 new units, and 
they plan to put on a huge promotional campaign to get folks into 
them. They even want to raise the minimum income to help find 
tenants. 


Starting with the September issue, the Journal will be published 
on the 5th of the month instead of the 15th. This will get your 
copy to you 10 days earlier. If you're tired of having your copy 
make the rounds of the office before you get to see it. write in 
about the new group subscription plan. 


With regret, the Journal announces the passing of H. Clifford 
Bangs, prominent Washington, D. C. realtor and member of the 
JourNnav’s Board of Experts on percentage leases for many years. 
Mr. Bangs was recovering at Rehoboth Beach. Delaware, from a 
recent operation when he died. He enjoyed 55 successful years in 
real estate and is widely known for his fine work in professional 
organizations and his civic leadership. Burial was in the Arlington 
National Cemetery. 


Position of real estate builders in the Construction Industry Stabili- 
zation Commission is strengthened with appointment of Builder 
Joe Vatterott of St. Louis as Alternate Member. It is understood 
that he will be consulted on all residential construction matters 
In FHA, Walter L.. Greene, new commissioner, announces the ap 
pointment of Hugh Askew, Oklahoma City, as assistant FHA com 
missioner in charge of field operations. Greene, one-time sales man- 
ager of the Jemison Realty Company. Birmingham. says Askew 
will direct FHA’s 137 field offices. 

In a voluminous 813-page report, the President's Materials Policy 
Commission predicts that the 1970 annual construction volume 
may well be 39% above the peak 1950 level. The Commission says 
this is due to a probable population rise of 25% by 1970 and a 
doubling of the national output of goods and services. To attain 
this level, homebuilding would have to hit an annual stride of 1.4 
million units! The commission recommends that the industry and 
government mend present wasteful construction methods, or this 
high volume will eat up more building materials than will be 
available. 

Westinghouse has added a musical note to its new model electric 
clothes dryer. When the drying cycle is finished, a music box in 
the machine plays, “How Dry I Am.” 

The government seems to be practicing a little economy now that 
election is coming up. Due to appropriation cuts, 6,000 persons 
will be dropped from OPS payrolls. Director Ellis Arnall is appeal- 
ing to private industry to help find jobs for them. 

But economy measures will have to be more drastic than that to 
lower the tax load, Federal taxes jumped a breath-taking 1.072% 
in the past 12 years. The 1952 tax load amounts to $1,389 per fam- 
ily as compared with $1,196 for 1945, the peak of World War II 
tax collections, and as compared with $152 per family in 1940. 


August, 1952 — Nationa Rea Estate AND BuILDING JouRNAL 





